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HIS is exactly what millions of women are 
J siting an it is a thought shoe men 

should be promoting daily. Wear better 
shoes yourself; have your wife buy a better pair 
of shoes; talk better shoes in your store—in your 
advertising. The trend is toward better merchan- 
dise, so cash in on it. 


Tweedies are not the most expensive shoes made, 
but we feel quite certain you won't find better 
shoes in their price range, a range that is within 


rr 


- 
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It's tame to — 
buy a better pair 
of shoes 


reach of the great majority of the income produc- 
ing classes. Tweedie Footwear Corporation, Jef- 
ferson City, Missouri. Shoemakers since 1874. 





Pattern No. 1653 
From the line 
that sells. 








ALLURING FOOTWEAR 





When writing advertisers please mention Boot and Shoe Recorder 





hoot and Shoe Kecotcdle 


NOVEMBER 16, 1935 


Vol. CVIII, No. 11 


VOICE of the TRADE 


98. S. KIMBALL, manager of the 
Lima Cord Sole and Heel Company 
of Lima, Ohio, says: 

“After listening to Lowell 
Thomas on the radio the other 
night, he gave us an additional 
thought—so we are going to em- 
hody it herewith. It is as follows: 


“Accidents kill and injure more 
men than war. We would not go 
to war without steel helmets or 
gas masks. Yet we go to our work 
without the necessary Safety equip- 
ment to protect us from our great- 
est enemy—accident—trusting — to 
luck the accident might miss us 
as some bullets do in war. More 
and more people are buying Safety 
clothing every day than ever before 
in our history—and the demand is 
getting greater and greater.” 


* * * 


MIAJOR BENJAMIN H. NAMM, 
president of the Namm store in 
Brooklyn, said: 

“Constructive retailers are power- 
less to control the advertising of de- 
structive competitors. Trade asso- 
ciations and better business bureaus 
also lack the power to enforce. Time 
and again every one of us has 


learned to our cost that codes of 
ethics serve only to bind the ethical. 
Advertising media, however, are 
anything but powerless to act. They 
can and should get together and do 
the job at hand with the support of 
retailers, wholesalers and the con- 
suming public. 

“Unless the evils of advertising 
are purged through self-regulation. 
the result will be some kind of Fed- 
eral or state censorship or regula- 


. ”° 
lion. 
% * 


FRED W. WERNER of the Wer- 
ner Shoe Company, St. Joseph, Mo., 
says: 

“Our problem today is in try- 
ing to keep from carrying too many 
shoes, thereby preventing proper 
turn-over. We have always car- 
ried good shoes of well-known 


quality and trade mark, even dur- 
ing the depression, and are de- 
lighted to know that we had nerve 
enough to stick to these lines. Now 
people are becoming more inter- 
ested in our shoes and we are serv- 
ing new customers every day. How- 
ever, they are somewhat finicky and 
it seems that they want to see quite 
a variety of styles and materials 


Pago 19 


and, of course, this takes a lot of 
money to try to please them.” 


% * * 


A CLEVER advertising approach 
on the part of a merchant, L. R. 
Samuels of Ogden, Utah, who uses 
the want ad pages to intrigue the 
public, says: 





“The reading public wants hu- 
man interest and we give it to them. 
They really enjoy our ads and our 
sales have shown 30 per cent in- 
crease, which is largely attributed 
to this form of publicity: 


“Personal —- Nellie: You know the 
bracelet Aunt Phoebe sent me from 
Paris? Well, you can get shoes to match 
at L. R. Samuels.—Grace. 

“Personal—O.K., dear, you win. Meet 
me at L. R. Samuels this afternoon at 
four, and I'll get you that pair of I. 
Millers.—Jack. 

“Personal—Please come home. Ma’s 
got a pair of Cantilevers, and she feels 
so good she’s doing back kicks. No more 
dizzy spells —Clara. 

“Personal — George, everything’s for- 
given. We won't fight over Horace’s 
practicing on the saxophone any more. 
I let him slide down the chute-the-chutes 
at L. R. Samuels’ store for every half 
hour he practices.—Bertha.” 

* * * 


WAR and rumors of war add to 


the cost of shoes in strange and sun- 








dry ways. Cod oil, tous of which are 
used for dressing leather, is getting 
scarce and high. Dealers in Europe 
have bought up most of the Nor- 
wegian and Newfoundland supply, 
anticipating that the war will bring 

a large demand for the oil for 

medicinal and mechanical purposes. 

The domestic supply is relatively 

small. The situation in cocoanut 

oil, much used for dressing white 
leather, is complicated by the tax 
imposed on cocoanut oil from the 

Philippines. Cocoanut oil is not a 

domestic product. 

* * * 

A. D. WHITESIDE of Dun & Brad- 

street, Inc., has helped the retail 

shoe industry to see itself from an 
operating viewpoint—(“It Can Be 

Done”—retail survey published in 

the Boot AND SHOE RECORDER on 

September 21). Dun & Bradstreet 

were prompted to undertake this 

study of operating costs on these 
premises: 

a. that the retailer is the most important 
unit in our entire plan of distribution, 
and 

. that anything that is done to aid him 
in performing his essential function 
more intelligently and _ effectively— 
anything that is done to give him a 
practical Yardstick for the measure- 
ment and planning of his operations— 
is a step of extreme economic impor- 
tance. 


— 
> 


* % * 


LL. G. PERKINS, formerly asso- 
ciated with Bancroft Walker Com- 
pany, is now associated with The 
Selby Shoe Company. He will cover 
Pennsylvania and New York with 
the Tru-Poise and Styl-Eez shoes. 


* * * 








CHARLES HENRY BROWN 
makes the startling statement: 
“Millions of feet now perfect will 
be bum feet within a year. 

“I am frequently appealed to, 
both by mail and in person, by 
people who think I’m a physician, 
an orthopedic surgeon, an osteo- 
path, a chiropractor or all of them 
rolled into one. As a matter of fact, 
I am none of these—-I am just a 











ACCEPTANCE 





—Charles Thompson, the very abl 
buyer for Oppenheim Collins, re- 
cently said: 

"Plenty of articles have consumer 
acceptance but consumers do not 
know about them." 


—I might paraphrase Mr. Thomp- 
son's thought in this wise: 
"Plenty of articles have dealer 
acceptance but dealers do not 
know about them." 


—The retail merchant is the selector 
of merchandise for his community. 


—Tell and sell him and he will tell 
and sell his public. 


—Many manufacturers of good 
shoes wonder why they meet with 
so much resistance in trying to sell 
the good retail accounts. 


—One very definite reason is that 
they do not advertise to the mer- 
chant himself. 


—Dealer advertising is just as im- 
portant as consumer advertising. 


—Sometimes more so. 


—The manufacturer who directs a 
consistent barrage of sales argu- 
ments (advertising) towards his 
customers and prospective cus- 
tomers is the one who gets the 
business—and makes the profits. 


—For Repetition makes Reputation. 


ta06 Ti. 


President 





plain mechanic. Of the foot 
troubles met with in the shoe store, 
practically 100 per cent are pro- 
duced by mechanical means and 
their relief, or possible correction, 
can only be accomplished by me- 
chanical methods. Many people 
suffer with ‘well’ feet and in spite 
of the fact that they never had a 
corn, bunion or callosity, have 
worn good shoes and been fitted 
by the best fitters in the best stores 
in the country, they suffer immea- 
surably from tired, aching feet and 
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legs. The truth of the matter is 
they really are not fitted properly. 

“The neglect of feet, both chil- 
dren’s and adults, is appalling and 
if something drastic is not done 
soon, the next generation is going 
to possess feet as terrible to look 
at as they are inadequate to walk 
upon.” 

* *% * 

HIENRY WYMAN of Wyman’s. 
Baltimore, is proud of his new ad- 
vertising technique, for the signa- 
ture on every one of his ads is a 
photograph of a shoe_ box- 
“WYMAN’S — Baltimore’s Name 
for Fine Shoes.” The shoes illus- 
trated are posed on feet in un- 
retouched photographs, using reg- 
ular newspaper half-tone screen. 

It just shows what you can do 
in a space two columns wide. 


* * * 


MAORE leather in a pair of men’ 
shoes than in a pair of women’s 
shoes, and as leather is advancing. 
the makers of men’s shoes feel the 
increase with greater force than do 
makers of women’s shoes, and so 
the makers of men’s shoes have to 
be the shock troops in the price ad 
vance movement. 


*% * * 


P. KAUFMAN, shoe rebuilder of 
Jamaica, New York, goes into verse 
with the following: 


oi 


“It’s the soles of the people I keep in 
view, 
For I am the Doctor of boot and shoe: 
I serve the living, not the dead, 
With the best of leather, wax, nails ani 
thread. 
I can sew on a sole or nail it fast, 
Do a good job and make it last. 
There’s nothing shabby about what | 
can do; 
Doubt not my statement, for work 
proves it true. 
I can give you a lift, too, in this life. 
Not only you but your family and wife: 
A great many patients come to my dow! 
Worn out and run down besides feelins 
sore; 
Though I don’t use poultice, plaster «1 
pill, 
I cure all sick shoes, no matter how ill.” 


yow'm_! DOI’ Doc 2 


| 















SOLE DOCTOR 
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NEW YORK—first of the major 
cities to plan a convention train! 
To give you some idea of the size 
und importance of the National Shoe 
Fair, to be held in Chicago, Janu- 
ary 6-10, cooperatively by the 
\. S. R. A. and the National Boot 
and Shoe Manufacturers Associa- 
tion, the railroads are vying with 
one another to give convention ser- 
vice. 

Those convention veterans will 
remember that the first convention 
eld in Chicago necessitated many 
shoemen living in Pullman cars on 
the lake front, because of the con- 
cestion in Chicago hotels. Nothing 
like that can be possible again as 
Chicago has the largest hotels in the 
world. 

The train will pull out of New 
York, under the leadership of the 
following committe of five: Jesse 
Adler, Chairman; Frank Garside, 
Frank A. McLaughlin, Maurice Mil- 
ler and John Slater. There is every 
expectation of there being two com- 
plete sections accommodating five 
hundred retailers and manufactur- 
ers from the metropolitan area. 

The entire party will be the guests 
of the New York Central Railroad 
al a buffet supper on board train, 
as it leaves the Grand Central Sta- 


tion. 
*% * * 


Hi. A. BURCH of E. P. Reed & 
Company, Rochester, says: 

“The presentation of leathers for 
Spring, 1936, signalizes a return to 
the natural characteristics of leather 
as a shoe medium, as distinguished 
from the trend of the past few years, 
when many leathers looked like any- 


thing rather than leather. There is" 


still interest in surface effects but 
the tendency is away from extremely 
forced novelty surfaces which have 
been sponsored during the past few 
years.” 

* * *% 


FOREIGN trade is a complex and 
dizzy process of international book- 
keeping, because of quotas, restric- 
tions and regulations. For example: 

“Bata A. S. of Zlin is executing an 
order for 300,000 pairs of military 
boots valued at $1,242,000 for the 
Italian Government. A special ar- 
rangément has been made regarding 


payment for this order so as not to 
increase Czecho-Slovakia’s favor- 
able clearing balance with Italy, 
which amounted to about $1,017,- 
500 at the end of September, 1935. 
It has been agreed that the Prague 
branch office of the Italian insurance 
company Riunione Adiatica de Se- 
curta will pay Bata a sumof $621,000 
which the Prague office owes the 
head office in Trieste for reinsurance 
premiums, but which it has not to date 
been able to transfer to Italy owing 
to existing foreign exchange restric- 
tions. The Italian Government will 
in turn reimburse the Italian insur- 
ance company for this amount. The 
balance of Bata’s claim will be 
cleared by compensation transac- 
tions or through other arrangements 
similar to that referred to above.” 


* * * 


BREVERSE calf has shown a slow, 
steady substantial development since 
the time ten years or more ago when 
Will Spalding of Boston brought a 
few hand-finished skins down to New 
York and showed them to Harold 
Williams who was then with Martin 
and Martin on Fifth Avenue. But 
style movement was slow in the field 
of men’s footwear and it took years 
lo grow. 

Within the past three years the 








popularity for reverse calf, made 
both from large calf skins and small 
cow sides, tanned on the flesh side, 
has been so great that it can be said 


that one out of every eight men tried 


a pair. 

“Reverse calf differs from suede, 
which it closely resembles, in that 
it is made from the skins of larger 
and more mature animals. The 
erain is closer and the fibers are 


‘thicker and the soft tannage proc- 


esses—usually chrome—are used.” 

One of the reasons for its growing 
success is the fact that the shoe holds 
its shape better because the grain 
side is towards the foot—making a 
natural shell for the nap side to be 
exposed. Under the microscope the 
fibers have somewhat the appear- 
ance of a bristle brush with the 
grain side serving as the back of the 


_ brush, if you get what we mean. 


From all present indications a peak 
year for reverse calf footwear for 
men will be 1936. 


* * * 


ETHIOPIA sends about 8000 tons 
of pelts to this country annually, 
the pelts being cowhides, kid and 
sheepskins, dried and sorted—ac- 
cording to U.S. Department of Com- 
merce reports. The pelts are not 
rated as top grade. 


\ GRAHAM 
HUNTER ~ 


So you're the fellow who sold me that tight pair of shoes." 





SLIPPERS 
That Showed at the Garden 


TO THE INTERNATIONAL HORSE SHOW now 
goes the honor of starting off New York’s formal 
season. With the opera opening deferred, Madison 
Square Garden set the 1935 scene for the first large 
assembly of important evening fashions. That great 
arena presented a gala style picture—precious orchids, 
furs and jewels—glorious clothes and the most dis- 
tinguished, dramatic evening shoes in years. To sum 
up the showing in slippers— 

SANDALS FIRST BY FAR. Still intricately cut-out 
but with somewhat more shoe and somewhat less toe 
exposure than last year. 

A significant number of PUMPS WITH LARGE, 
UPSTANDING BUCKLES in brilliants or five cut 
steel. These worn with black “tailleur” types of evening 
costumes as shown in the photograph. 

Several outstandingly smart DPORSAY PUMPS. 

VERY FEW FLATS. But an important showing of 
MEDIUM-HIGH HEELS. 

MANY METALLIC kidskin slippers. Gold one 
length ahead of silver. Also lamés and brilliant sequins. 

Few mixed color shoes or multi-color brocades. 

JEWEL COLORS for fabric slippers (crepe first, 
satin second) usually chosen to match the wrap or some 
dramatic accent in the dress, making the shoe a more 
conspicuous part of the ensemble effect. 


All the *‘Tails’? Weren’t On the Horses 


That’s the way Macy’s featured their ad on formality 
for men the morning after the opening night of the 
Horse Show and they were right. Fully 70 per cent of 
the men wore tails—more formality for horses than 


General view of the 

International Horse 

Show. Society saw 

the most colorful 

and formal opening 
in years. 
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FORMALITY FOR 
HORSES 


The International 
Horse Show opens 
the formal season as 
furs, orchids and 
slippers and top 
hats, white ties, tails 
and pumps vie with 
the equine stars for 
public attention at 
Madison Square 
Garden 





the city has ever seen, even for kings. It looks like a 
decided “tails” season. 

Fronts have the new three inch spread. Sleeves are 
tapered so that cuffs fit more snugly and tails hit a 
new low, just below the knee. 

Black patent was in evidence everywhere from dres- 
boot cuffs to. oxfords and patent pumps. Pumps are 
increasing in popularity and in more marked favor 
than for many years past. Black patent oxfords stil! 
continue strong. 

The extreme sporty crowd who never dress, wore 
their usual tweeds. But formality was the high light. 
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Display Findings 
To Sell Them 


R. H. Macy and Company's find- 
ings display board on the third 


floor Women's Shoe Selling Section 


INTENSE displays of goods have always been a fea- 
ture of department store merchandising plans, in di- 
rect contrast with the usual shoe store methods. 
Department stores show all their wares with a view 
of making selections easy for the buyer, while shoe 
stores depend almost entirely on their sales force to 
dig out and show such items as are remembered at 
the moment. 

This findings display board on the third floor bar- 
gain fashion shoe department of the R. H. Macy & Co. 
store in New York City typifies the method used in 
this great store in displaying many articles. This 
same medium is used in showing slippers, rubbers and 


Make Your Shoe Store 


A Service Center 


Aecessories and Findings Now Come into 
New Possibilities for Prestige and Profit. 
Practical and Styleful Items Revealed in 


Our Portfolio of Shee Store Sundries. 


other fast moving things. Findings are sold in all five 
shoe selling sections, as well as in the notions depart- 
ment. While the selling of findings is primarily on 
the basis of “service to the customer,” a most satisfac- 
tory profit is realized. Neither of these aims could be 
realized without and adequate display 
methods. 

Every shoe store and shoe department has many lit- 
tle niches and jogs which easily lend themselves to 
attractive sales producing findings and accessory dis- 
play. Lack of imagination in some cases and down- 
right laziness in many instances on the part of the 
store management are the real reasons for so few 
timely and often changed findings interior displays. 

Findings constitute one group of shoe store acces- 
sories which must be displayed in order to make selec- 
tion and selling easy. Individual items for the most 
part retail at comparatively small amounts when the 
price of shoes is being considered, so the selling of 
findings is looked down upon by most persons selling 


shoes on the floor. 


complete 


[TURN TO PAGE 42, PLEASE | 


Findings 
From the Fashion Angle 


On the following two pages we show shoe accessories that 
have a style appeal or a timely selling slant. Ornaments 
that look brighter now that pumps are coming in again. 
Winter "warms", old fashioned items that are new fashion 
again. A new trick garter, little gadgets that catch the 


eye because they're smart as well as useful. 
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SALESMEN: 


*°THE owner of any shoe store virtually works on 
commission,” said a shoe merchant recently, “so why 
should not the salesmen work on that same basis also?” 

This retailer, one of the largest in California, con- 
tinued: “My own prosperity or failure depends solely 
and entirely on whether or not my efforts ring the 
cash register. 

“When a shoe salesman is on straight commission, 
he is, in a manner, a merchant in business for himself. 
The more successful his efforts, the greater his immedi- 
ate reward. This factor of immediate reward, to my 
mind, overshadows all other considerations on the 






















wage question. 

“Theoretically, the man on straight salary has his 
wages raised or lowered according to his production. 
If a man has a good year, or two years, possibly he 
gets a raise the following year. If he has a bad year, 
his wages will be lowered. 

“Is that justice? No! Why should a man have to 
wait one or two years for a proper reward? He de- 
serves his just reward every Saturday night. Putting 
it off serves no good end. Changing a straight salary 
either up or down is always delayed until long after 
the change is due. Then it is usually accompanied by 
an argument which does not improve the employee’s 
morale. With commissions there is no room for argu- 
ment; the reason for every weekly check is apparent.” 

































UA beeen wee a 





COMMISSIONS vs. straight salaries! That argument 
will doubtless go on time without end. Twenty years 
ago commissions were quite uncommon. Today in the 
larger stores it’s the other way round. The P.M. policy 
—an off-shoot of the commission idea—has become 







universal. 

Three years ago, Broadhurst, Inc., in Denver, went 
from straight salaries to commissions. The change was 
made with some misgivings, for Broadhurst has always 
served the very highest type of clientele. 

“We would not think of going back to straight 
salaries,” says Ralph M. Broadhurst. “Commissions 
work best for the salesmen as well as for the firm. They 
automatically weed out the unfit and reward the indus- 















trious. 
The commission form of wage makes “Some say commissions are not suited to a high 
salesmen more efficient, say several grade store because the salesman will hurry the cus- 
shoe merchants. And they give their tomer. Frankly, that is one reason we changed to com- 





missions. Many of our salesmen have been with us 
for years. They had fallen into the habit of chatting 
and puttering around with the customers entirely too 
long—all under the sacred name of service! 

“Now they hustle things up to get to the next one. 


reasons for favoring the commission 
over straight salary compensation. 
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SELL MORE...GET MORE 


The First of a Series of Studies on “Payment for Shoe Service Rendered” 


But they give more actual service than ever in order to 
build up their call trade. We pay a straight 7 per 
cent. Hosiery sales pay the men 5 per cent, but they 
must actually introduce the customer to the hosiery 
saleslady, not just wave her in the general direction 
of the hosiery counter. 

“Yes, we pay P.M’s., too. The usual P.M. is 25 
cents. We frown on higher amounts for, while we want 
the older stock sold, we do not want the men to put 
undue pressure on the old stock to the detriment of 
the new stock and possibly to the dissatisfaction of the 
customer.” 

Coming east to Omaha we find another commission 
booster in M. W. Stephens, shoe buyer for the Nebraska 
Clothing Company. He summarizes his reasons thus: 

“First, a salesman on commission is always on his 
toes, while a man on straight salary is inclined to lean 
back on his salary and be satisfied. , 

“Second, he is anxious to build himself a good fol- 
lowing, even to the extent of soliciting business out- 
side of store hours, something the salaried man never 
thinks of. 

“Third, he will close his sales more quickly, which 
automatically makes him a better man, more profitable 
to himself and to his house.” 

Mr. Stephens has a rather unique and effective sys- 
tem of handling P.M’s. “I have found the so-called 
boneyard system to bring the best results,” he says. 

“At the beginning of each season I always create 
two separate groups of odds and ends. The first group 
carries a small P.M. and consists of our most unde- 
sirable shoes, marked down to a price lower than our 
lowest regular price. This gives us something to show 
the price buyer. 

“The second group consists of more desirable shoes, 
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by MURRAY C. FRENCH 


all marked at their original prices and carrying a stiff 
P.M. Thus, the greater part of our odds and ends is 
moved out with no markdown whatever. The shoes in 
each group are hashed together regardless of color or 
heel. Of course, the whites are handled separately to 
insure no carry-over.” 

Moving farther east we find the Stone Shoe Company 
of Cleveland on a commission basis also. J. H. Roberts, 
the manager, outlines their system as follows: 

“We pay our salespeople on a 6 per cent commis- 
sion basis, and have several minimum guarantees which 
vary as to the ability of each individual salesperson. 
The guarantee is adjusted from time to time as the 
salesman shows improvement. 

“We try to insist that each man sell enough to earn 
$25 a week, on a 6 per cent commission. Any week 
he does that he is automatically given a bonus of 10 
per cent. We use this plan to give the weak salesman 
an incentive to sell more, as the aggressive fellow always 
takes advantage of any plan whereby he can make 
more. In order to reach this goal every man keeps 
close tab on his daily sales.” 


ID OWN in Charleston, S. C., Matthew A. Condon, of 
Jas. F. Condon & Sons, contributes some interesting 
details on his system of commission payments. 

“We base our payments on varying quotas,” Mr. 
Condon says. “We pay two of our salesladies $14 a 
week and both make a commission regularly over that 
amount. Then we pay $16 and $18 to men and girls, 
$25 to two men and considerably more to one other. 

“These salaries are based on sales at 6 per cent on 
up to 9 per cent for our top men. Then on the excess 
over their quota we pay 5 per cent, charging back any 
portion of the amount expected when they fail to sell 
their quota. These wages are higher than those in our 
department store, but it takes a higher scale of intelli- 
gence to fit and sell shoes than to sell other mer- 
chandise. 

“Thus we try to encourage all selling efforts and we 
congratulate those who draw down commissions. This 
system makes for loyalty and stimulates the feeling of 
making your own salary figure. We look forward to 
this Fall as a turning point, with larger sales and 
higher commissions.” 

In speaking of the P.M. situation, Mr. Condon lifts 

[TURN TO PALE 46, PLEASE] 
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The Editors Outlook 


MODEST CINDERELLA IN THE FAMILY OF INDUSTRIES 





THE subject of timing is, as we have said many times, 
the most important thing in all merchandising. When 
the National Automobile Manufacturers’ Association 
changes its annual show date from January to November, 
it is significant of planning for a purpose. The head 
of that body told the Merchants Association of New 
York last week: 

“We planned the new date because it made possible 
production during the period when the workman needed 
it most. It helped to fill up the valley of unemployment 
in mid-Winter and reduced the peak of over-employment 
in the early Spring; and the conclusion to hold the 
show at this time comes as a result of tremendous re- 
search, study and investigation of the timing of indus- 
try.” Loud applause followed that stirring statement 
of the economics of industry—but here is the pay-off. 

A man sitting at our table said: “The truth of the 
matter is that the automobile salesman wants to get 
his finger in the Christmas pocketbook. He knows that 
if he can sign up the customer now that he will take 
some of the money that would ordinarily be spent for 
pre-Christmas geegaws and gadgets. In January and 
February, the public is paying for its credit obliga- 
tions incurred in December and is slow to buy automo- 
biles. The public is loose with money before Christmas 
and tight following—so the time to sell them a major 
item is when they are in the mood for giving some- 
body a Christmas present of a car.” 

So there you have it—the secret of timing as a study 
of purchasing behavior. 

We have talked ourselves blue in the face over the 
necessity of the retail shoe merchant putting on Kris 
Kringle whiskers and selling his stuff before Christmas; 
and along comes a faster-moving industry to grab the 
free-spending Christmas dollar. 

Frankly, we cannot understand the passiveness of 
the retail shoe industry on this subject of Christmas 
selling for it certainly cannot be that shoes no longer 
have gift appeal, nor that shoe stores carry nothing to 
capture the Christmas coin. 

But let’s get back to the automobile—its showman- 
ship and its salesmanship. That industry now figures 
its retail price in terms of thirty to fifty cents a pound 
and tells the wide word: “Your automobile dollar buys 
more today in transportation, in usefulness and in 
pleasure than ever before.” 

The automobile people boast that they “manufacture 
thirty miles of automobiles (laid end to end) per 
working day”; also that the industry is moving so fast 
} 
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and purchasing power is circulating with such in- 
creased rapidity that neither movement can be checked 
even by a political year. 

Hurrah for the automobile and its salesmanship. 
It is the miracle of modern-day merchandising, as well 
as production. The industry takes a slogan right out 
of the retail shoe store—‘Spruce up, to step out.” 

What a changed world the automobile has brought 
about. 

Not so many years ago, shoes were locomotion’s 
great vehicle. 

Shoes were then the sixth industry in America. 

Automobiles today lead the march of industries. 

Shoes tag along in nineteenth position. 

Believe it or not, but the automobile industry, with 
its wage envelope of $875,000,000, represents greater 
expenditure of money in wages alone than the entire 
retail shoe business of approximately $800,000,000 al 
retail. 

We don’t cite these things in jealous comparison but 
rather for envious emulation. 

We ought, as an industry, to put more showmanship 
into our shoes; more appreciation into their public 
sale and more delight in their development as an article 
of fashion and use. 

The shoe as locomotion, at a cost of three cents per 
day, is the most economical and efficient medium. 

The automobile salesman says nothing about the 
terrific cost of travel and upkeep. He is interested in 
selling his article and the servicing of that article is 
something else again. 

There are hundreds of angles of salesmanship of 
shoes that can be used collectively or individually to 
increase not only the pairage but the price per pair. 
These must come into play in the year to come if the 
industry is to step up the path of progress. 

We are fortunate in having a general meeting of the 
best minds of the industry at Chicago in the early 
weeks of January—a most proper time for the planning 
of the merchandising calendar for Spring and Summer. 

We need the well-considered opinion of the trade on 
the subject of prices, values, standards, service and 
most of all, the proper approach to a better apprecia- 
tion of the function of footwear. The modest Cinderella 
in the family of industry needs to blossom out. 
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—unless YOUR WINDOW STOPS 
THEM with an idea not duplicated 


The return of 
prosperity may 
help the man in 
the street, but it won’t help you un- 
less you do something about it. 


That man has formed some unde- 
sirable buying habits. He has changed 
his ideas about shoes, until the chains 
and mail order houses have over half 
of the business. A few dollars in his 
trousers pocket won’t necessarily 
change him back again. ; 


Of course you and I, being in the 
shoe business, talk about quality. But 
honestly, how much of that quality 
can you put into a show window? Can 
you make a $7.00 shoe look like an ex- 
tra $3.00 worth, to the man who pays 
$3.95? 

This is a tough situation. We are 
in it together, and I have an idea 
which I am confident will pull us 


in every other shoe window, chain or 


independent, up and down the street 


out together, in- 
to a new era of 
prosperity. 

Our Crosby Square Authentic Fash- 
ions are a success because they do give 
the independent retailer something to 
talk about. Now, under the Crosby 
Square name, we have an idea so 
much bigger that I sincerely believe 
it will revolutionize shoe-making. 


It does all the things we ever hoped 
for, and some that we never imagined 
were possible. It stops men — pulls 
them into the store, with astonishing 
returns on any well-managed promo- 
tion — and sells them with the first 
genuine demonstration ever developed 
for retail shoe selling. They pay $7.00 
and like it. They enthuse about it, 
and send in all their friends. In fact, 
they make you feel mighty glad to 
be in the shoe business. Write or wire 
for information. . 
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FRASER MOFFAT 
PASSES 


Council 





President of Tanners 
Since 1922 and Stalwart Expo- 


nent of the Virtues of American 





of Sudden 





Victim 





Leathers, 
Heart Attack—Associated With 
Industry More Than Half a 


Century 


Fraser M. Moffat 


The grand old man of the tanning industry 
died, a step or two away from his office and as he 
would have liked to go—after a day’s work well 
done. We pause in remembrance of a glorious 
gentleman, if we can use that term, who instilled 
in an industry, and everyone with whom he came 
in contact, a feeling of high ethical purpose. 
Precisely fourteen days before he died, he stood 
before his fellows at the annual meeting of the 
Tanners Council of America and said: 

“It is proper, however, that tribute be paid 
here to the unceasing efforts of those who under- 
stand the necessity of cooperative action, who 
through a period of extraordinary strain have 
endeavored to maintain the high level of this 
industry’s capacity for action.” 

May we in benediction say “due to your leader- 
ship” for the spirit of Fraser M. Moffat will carry 
on the cooperative work he lived and actually 
died for. 


THE sudden passing of Fraser M. Moffat, president 
of the Tanners Council of America, late Thursday 
afternoon, Nov. 7, was a shock not only to the leather 
industry, with which he had been intimately associated 
for more than half a century, but likewise to shoe 
manufacturers and merchants throughout the country, 
who knew him through frequent contacts at conven- 
tions and in various trade activities. 

Intimate associates of Mr. Moffat were aware that 
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he had not been in the best of health for some time. 
But he had been about his daily tasks as usual and 
appeared in excellent spirits as he left his office about 
3:30 Thursday afternoon to attend a meeting of the 
Board of Governors of the Commodity Exchange, of 
which he was a member. He was suddenly stricken with 
a heart attack on the sidewalk at Beaver Street and 
Broadway, just after he had left the meeting. His 
death occurred about 6 o’clock in Broad Street Hos- 
pital, where he was taken in a taxicab. 

Mr. Moffat was 67 years of age. Born in New York 
City, a son of David Moffat, who came from Edin- 
burgh, Scotland, and Susannah Lundie Muir Moffat, 
he entered the leather business at an early age in the 
employ of his father’s firm, David Moffat & Co. He 
was of the eighth generation of his family to engage 
in the leather industry. On the death of his father, he 
and his brother, William, inherited the business and 
continued it until it was combined with other tanning 
firms to form the United States Leather Co. 

For a time Mr. Moffat was associated with the 
United States Leather Co. and then he helped to organ- 
ize the firm of Moffat, Keresy & Co., manufacturers of 
sole leather, which was succeeded by the firm of Moffat 
& Cover Co., with tanneries at Irvington, N. J. This 
company was liquidated in 1920 and two years later. 

[TURN TO PAGE 42, PLEASE | 
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JUST AS EXTRA 
MILEAGE PUT A 
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AMERICA’S FASTEST- = ~ SELLING SOLE 
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THOUSANDS of eager and_ interested people 
thronged New York’s Grand Central Palace last week 
to look at the new 1936 models which automobile 
manufacturers had placed on exhibition several months 
earlier than usual to stimulate sales and production 
at a period that traditionally has been the low point 
of the year. It was a striking, significant demonstration 
of the value of merchandise display, properly pub- 
licized and carried out on a scale sufficiently spectacu- 
lar to command widespread public interest. The same 
sort of demonstration is due for repetition within the 
next few weeks in other cities throughout the country, 
and it seems a safe prediction that wherever such a 
show is held it will be attended by similar crowds, all 
of whom will have been attracted through the power of 
publicity. 

This sort of thing is something of a challenge 
to every industry and every individual whose suc- 


A well-designed window display, 
featuring colored patent leather, 
that helped Manager Joseph 
Michaels chalk up some unusual 


sales figures for Saks-34th Street. 


Window Displays with a Style and Sales Message, Backed 
Up by Advertising That's Interesting and Attractire, Are 
More Essential than Ever as New Competitive Forces Gain 


HMeadway—The Challenge of November Auto Exhibitions 


PROMOTION GETS SHOES SOLD 
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cess in business depends primarily on getting things 
sold. Not only does it prove the value of display, 
when properly publicized and dramatized — the 
effectiveness of “Ballyhoo” if you will— but also it 
suggests something of the sort of competition which 
every business, including the shoe business, must expect 
to meet in the period of recovery that is now under way. 

Many a family, attending the auto show, went home 
to revise the family budget and try to squeeze in the 
monthly payments on a new car. To do it, they will 
deprive themselves of other things, even some of the 
seeming necessities. Shoes may be included in the list 
unless shoe merchants are smart and clever enough to 
publicize and exploit their merchandise in ways less 
spectacular, perhaps, but none the less calculated to 
make the most of their fashion interest, eye appeal. 
use and desirability. 


[TURN TO PAGE 44, PLEASE | 
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Five of the season's popular style 

successes were featured in this 

colorful and interesting window 
by Stern Brothers, New York. 





An amusing display used in the 
successful promotion of Franklin 
Simon's military sandals. Con- 
struction details were shown on 
the platform at the right. 


A spectacular display by Volk 
Brothers of Dallas played a part 
in building a very gratifying 
volume of sales on a group of 
shoes known as "British Walkers.” 


IIlustrated at lower right. 








Four Striking Windows, Illustrating the Season's 
Newest Trends in Fashion Footwear Displays 











“LASTEX” shoes go marching on 
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new SPRING models before placing orders 


It's a story of new fabrics, new 
models, new beauty, with ''Lastex"’ 
quarters insuring the best fitting and 
most comfortable shoes ever made. 
Five nationally known manufacturers 
are now producing ''Lastex'’ shoes for 
leading retailers from Maine to Califor- 
nia. Still other manufacturers are work- 
ing out new designs and models. 

"Lastex"’ has done much more 
than create just another shoe fabric. It 
has made possible a new and revolu- 
tionary type of footwear. "Lastex" 
shoes hug the foot without binding or 
pinching, eliminating troublesome 


Slipsonandoff Cleanslikeany Yields to every Eliminates Allows Holds counter 
quickly, other part- move and fasteners and correct in right 
easily fabric shoe position gadgets pronation adjustment 
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fasteners, giving a neat appearance 
and comfort quite impossible with the 
old-fashioned rigid materials. 

Thousands of women now wear- 
ing ''Lastex"' shoes are testifying to their 
wonderful fit and comfort and the cho- 
rus is swelling day by day. "Lastex"’ 
shoes are neither a style nor a fad. They 
are the new comfort fashion, an impor- 
tant and permanent improvement in the 
great art of shoe making. For booklets 
and general information on the uses 
and advantages of The Miracle Yarn in 
shoes, write to ‘'Lastex'’, 1790 Broad- 
way, New York City. 


_. Be sure to see the 


“Lastex" nation- 
ally known and 
advertised 


Ne fw fh ff f fe fH 


... THE MIRACLE YARN THAT MAKES THINGS FIT pees 


















SUPERCOMFORT 
FOOTWEAR 





Fede om 





0 wenacs ORR rae ee me 





When writing advertisers please mention Boot and Shoe Recorder 




















BOOT AND SHOE RECORDER, November 16, 


“THE KEY TO THE LOCK ON THE 
DOOR TO PROFITS IS AT THE 
VERY FOUNDATION OF THE 
STRUCTURE OF FOOTWEAR” 


The above thought, expressed by one who knows 
shoes, is our contention and for that reason we stress 
the importance of having BENCH BRAND leather 
outsoles the foundation for the structure of street, 
dress, sport or heavy-duty shoes. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 


is even more than a solid foundation for shoes. It is a 
structural feature that dealers can profitably exploit. 
To capitalize all that we have tanned into BENCH 
BRAND sole leather in the way of comfort, moisture- 
resistance, wear, is to profit accordingly. 


LE = 
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TTT | [|] ]-319 a: STREET - BOSTON MASS: | } }|/ 


When writing advertisers please mention Boot ard Shoe Recorder 


wxnz0uus 














BOOT AND SHOE RECORDER, November 16, 1935 


NATIONAL SHOE 


"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety ' 


FOUNDED 1912 





T. DUN BELFIELD 


President of the Philadelphia Shoe Mer- 
chants Council, organized recently, and 
head of the famous shoe store of W. H. 
Steigerwalt. Mr. Belfield attended the 
N.S.R.A. executive committee meeting in 
September and was assigned the duty of 
promoting the sales control plan in Phila- 
delphia, which led to the organization of the 
Council, on October 25th. The new baby 
organization, affiliated with the N.S.R.A., 
rocked the "cradle of liberty" with its lusty 
cheers. 


Selecting Store Locations 
SQ ELECTING Locations for Retail 


Stores—A Summary of Practice” is the 
title of a publication recently issued by the 
Policyholders Service Bureau of the Metro- 
politan Life Insurance Company, New 
York, an institution that has issued many 
useful pamphlets and books on _ business 
subjects. This latest publication on retail 
locations should be of much value and 
interest to merchants who are considering 
the question of moving to another site. 

The content of the publication is indi- 
cated by the following chapter titles: 

Geographic Location of City; Economic 
Status of City; Population and Its Com- 
position; General Purchasing Power; Mer- 
chandising Situation; Line of Growth of 
the City; Characteristics of Traffic; Traffic 
Counts; Characteristics of Street; Position 
in the Block; Nature of the Building; 
Rental Considerations; Percentage Leases; 
Setting Up a Budget, etc. 





What Price Policy for Shoes? 


Rising Market a Challenge to the Merchandising Ability 
of Each and Every Retailer and Department Manager 


@ NE of the big problems that is demanding the attention of every retail 
shoe merchant today is the vital question of price. In the face of a rising 
market on raw materials and finished shoes, what price policy should the 
retailer pursue? Many a shoe man is scratching his head in an effort 
find the right answer—for him—to that troublesome question. 

The retailer’s price problem is intensified by the fact that he stands at 
the end of the line of distribution. When hide and skin prices advance, tlic 
tanner, as he buys fresh raw stock at the higher levels, advances his quota- 
tions as a matter of course. He may not always find it as easy to sell his 
leather at the higher levels, but in the end, the factory buyer who is particu- 
lar as to the selections he wants to put in his shoes, is compelled to come 
around to the tanner’s way of thinking. 

Similarly the shoe manufacturer, when he is compelled to pay higher 
prices for leather, has little choice save to pass the increase on to the retailer. 
assuming that he is determined to maintain the quality level on which he hus 
been operating. He may be able to cut his costs here and there, or he may 
be willing to absorb a fraction of the increase to put himself in a stronger 
position from a sales standpoint. But in the main, as leather goes up, shoe 
prices follow and the retailer is compelled to pay the price. 


Retailer Must Satisfy Customers 


This same retailer, however, finds himself in a position essentially different 
from that of the tanner and shoe manufacturer. As a shoe man and a buye 
he is familiar with conditions in the leather and shoe markets; he know- 
the reasons for the increased prices; he is amenable to reason and logic. Put 
when he attempts to pass the shoes he has bought on to the public at a 
profit, he is dealing with a multitude of individuals, most of whom have no 
knowledge of the fundamental conditions of the shoe industry and no interest 
whatsoever in its problems. They have pretty definite ideas of what they 
want and in many cases a very definite knowledge of what they can afford 
to pay. The fact that your shoe is better than another they have seen adver- 
tised at a lower price is not always an effective argument in selling such 


a customer. 


One thing is certain; the retailer cannot permit himself to be 
caught “holding the bag” in this ticklish price situation. He cannot 
afford to absorb any part of the increase, for the cost of doing busi- 
ness is also increasing in other directions and retail shoe profits, as 
every analysis has demonstrated, are and always have been woefully 
inadequate. He has two broad alternatives open, one to continue on 
with his present grades of quality and increase his prices, the other 
to maintain price levels and offer the public the best shoes he can buy 
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on today’s market to sell at those prices. Which price policy should 
he choose P 
Factors Every Merchant Must Consider 

\o association can give a positive answer to that question—an answer 
that will apply to all retailers alike. It would be hard to find two shoe 
retailers whose position relative to this price problem is exactly the same. 
No two will approach it by precisely the same process of thinking. There 
may be some who will be able to increase their prices and encounter little 
serious resistance from their customers. There are others to whom a flat 
increase at this time would be sheer business suicide. Still others may be 
able to meet the situation by increases here and there, while maintaining 
existing price levels on certain lines in certain strategic price grades. 

Every retailer should think it out carefully for himself, taking into con- 
sideration the requirements of his own business, the characteristics of his 
customers and their capacity to pay, the nature of his competition, the pos- 
sibilities of the market and all of the other factors. Fortunately there are, 
in addition, various compensating elements. Unless a retailer is operating 
a strict one-price store, his price policy is more or less elastic and can 
usually be altered here or there without disrupting the general course of his 
business. The retailer’s skill in thus adjusting prices to changing markets 
and changing conditions, while at the same time serving the needs of the 
various class of consumers that go to make up his clientele, may be con- 
sidered the very essence of his merchandising ability. 


Maintain Retail Shoe Profits 


Follow the Lead of New York, Philadelphia, Detroit and 
Other Cities in Outlawing Sales Abuses 


THE action of retail shoe merchants of Philadelphia, who met at the Hotel 
Adelphia, Oct. 25, formed an organization to be known as the Philadelphia 
Shoe Merchants Council and adopted proposals for the control of the problem 
of cut price sales, marks another significant advance in the campaign to 
put an end to the needless sacrifice of profits through unseasonable sales 
and abuses in connection with the advertising and promotion of special 
merchandising events. 

The National Shoe Retailers Association has been actively engaged in 
efforts to uproot these evils in the trade and has made marked progress in 
the past year, particularly in its work in conjunction with the Shoe Merchants 
Council of New York which resulted in the first general agreement on sales 
ever negotiated in the metropolis. Similar work has been carried out in 
Detroit, the home town of President Mittelman, where a successful agreement 
was in operation through the Summer, and in a number of other cities. The 
New York ban on sales was terminated last week, somewhat earlier than the 
date originally provided, due to conditions arising out of unseasonably warm 
weather. But it is the firm conviction of retailers that much good was accom- 
plished and a foundation laid for future action. 

In its general provisions, the Philadelphia plan follows broadly along the 





lines of the New York City agreement, 
although it goes even farther in providing 
for maintenance of regular selling until 
Dec. 24, 1935. Other proposals agreed to 
at the Hotel Adelphia meeting were as 
follows: 

It is proposed not to hold a reduced 
price shoe sale during this period. 

It is proposed not to use the words, 
phrases or statements, or their equivalent 
“Sale,” “Clearance,” “Reduced from (to) ,” 
“Values from (to),” “Comparable,” ete., 
in the press, in store windows, on signs, 
by circular or through the use of the U. S. 
mails or in any other consumer-contact 
advertisement during this period. 

It is proposed not to use comparative 
prices during this period. 

It is proposed not to give any article 
of merchandise away as an inducement 
to make a sale. 

It is proposed that this plan is in no 
way to stop the regular “promotion” of 
shoes, but is solely arranged to stop trade 
“sale” abuses. 

It is proposed that there is to be no 
objection to distributors making the fol- 
lowing statements in their regular promo- 
tional advertising copy: Specially priced; 
Regular low price (Blanks) Remarkably 
low price; Featured price; Special pur- 
chase; Remarkably priced at etc., etc. 

It is proposed that shoes can be re- 
duced at any time from one price to an- 
other, provided that such reductions are 
not advertised in any way. 


Council Officers Elected 


T. Dun Belfield of Steigerwalt’s, who 
headed the preliminary committee that for 
several weeks carried on negotiations with 
the various stores culminating in the above 
agreement was chosen as president of the 
new Philadelphia Shoe Merchants Council, 
with Anthony H. Geuting as_vice-presi- 
dent; C. J. Mensch, secretary; Milton 
Dalsimer of Dalsimer’s and A. H. Bogutz 
of Bonwit Teller, members of the execu- 
tive committee. 

The N.S.R.A. extends its congratulations 
to the shoe merchants of Philadelphia on 
this forward step and its best wishes to 
the new association and its officers. Co- 
operative effort of this kind cannot fail to 
achieve important results in the better- 
ment of conditions in the retail shoe busi- 
ness. 

Now is the time for retailers of other 
cities to line up in this movement and see 
what can be done in their own commun- 
ities to control this difficult problem of 
clearance sales. 
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S©WVHICH is more important, 
losing a sale or losing a customer?” 
Oscar Olman asked me this ques- 
tion. Then he proceeded to answer 
it himself. This Portland, Ore., 
shoe man operates the shoe depart- 
ments in the Bedell store. His 
opinion is interesting. 

“Losing a sale will in many ways 
be the means of making a cus- 
tomer,” he stated. “Our depart- 
ments set a policy of not forcing 
sales. We pay a few P.M.s but not 
enough to make the boys think of 
P.M.s first and good fitting require- 
ments second. Salesmen are started 
in the basement under the tutorage 
of first-class fitters. When we con- 
sider they are reliable fitters they 
are put on the second floor. This 
all means that practically no com- 
plaints come to us relative to poorly 
fitted shoes. 

“The most important factor in 
the retailing of shoes is the having 
of competent shoe fitters and a 
stock that is properly balanced in 
regard to sizes. No matter how 
good a shoe fitter may be, unless he 
has the backing of a complete range 
of sizes his work must suffer. Style 
is really secondary. 

“Our set-up is this: We are a 
comparatively small organization. 
The combined buyer-manager-owner 
(myself) is all under one roof. My 
responsibility is the selection of the 
merchandise. I find my biggest 
problem is the keeping of a bal- 
anced size-sheet. Unless this is con- 
stantly watched the stock gets un- 
balanced. That means that we are 
studying sizes and size schedules all 
the time. 

“For example, a recent compila- 
tion of 8381 sales of one type shoe, 
16/8 heel dress type, showed that 
75 per cent of the business was 









done of nine sizes. In order of their 
importance they are: 514 B; 6 B; 
6% A; 6 A; 6% B; 5% A; 5 B; 
6% AA; 6 AA.” 


OP: 


© QWHEN I started six years ago, 
I did differently from many, in that 
I started small and grew to a good 
sized store. Consequently I have 
had six years of good business,” 
reports Clarence B. Evans, whose 
shoe store is in Medford, Oregon. 

“During the past six years I have 
doubled my stock, yet have not 
added a single dollar to my origi- 
nal investment. Sales have kept 
pace with the size of the stock to a 
reasonable degree. A brand new 
stock always turns better and faster 
than one several years old. As we 
get on in business, we feel that we 
must carry more shoes to satisfy 
our customers more. The real test 
of a merchant comes in when he 
knows enough to stop adding the 
extra pairs and lines here and there, 
for if he continues doing this, his 
stock will become so top-heavy and 
obsolete that it will break him in 


time.” 
OPI 


ED COX is the manager of the I. 
Miller shoe store in Los Angeles. 
He is one who believes “There is 
no substitute for Quality.” As a re- 
sult, he believes that when a sales- 
man is selling a fine pair of shoes 
he should have just one thing on 
his mind—how well can he please 
the customer. Salesmen who sell 
high-grade shoes therefore should 
not be paid on the basis of a 
straight commission plan. What 


they earn should be based on what - 


they sell and their value to the or- 
ganization, but to pay them only a 


commission, “Well that just cramps 
the best efforts of any man,” he 
states. 


ori 


*©TO many people a shoe is jusi 
a shoe,” A. Metzer, who leases the 
men’s shoe department in the F. C. 
Nash & Co. store in Pasadena, Cal.. 
told me. 

“By explaining the various part- 
of the shoe to an interested listener. 
it is a fairly easy matter to get him 
really enthused. Just to state thai 
a shoe is a Goodyear welt and has 
a Barbour stormwelt means nothing. 
But when we explain the construc. 
tion of the shoes, and how the well 
will make the shoe watertight, as 
well as wear better, the man will 
believe he is buying a good shoe. 
Furthermore, the customer will gv 
away feeling that the salesman 
knows his business. Of course some 
men are not interested in hearing 
all this, but enough are, so that | 
always read all the RECORDER ads 
on materials and methods for new 


slants.” 
Or, 


A RECORD of 12 years in busi- 
ness without missing a discount is 
the story of Smith & Robinson. 
Santa Monica, Cal.. It was F. 0. 
Robinson who told me how he en- 
joyed selling shoes in a small town. 

“A chap is closer to his trade.” 
said Mr. Robinson. “He knows 
them all and they know him. I be- 
lieve I am much happier than the 
fellow who is in a big city store, or 
the one who has a string of stores 
to worry about. We are selling 


better shoes all the while. The top 
qualities started to creep up in vo!- 
ume a year ago, so right now we 
are showing some nice increases in 
business.” 
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Successful Merchandising 


depends on Visible Selling Features 


Meta-Poise Shoes have an exclusive patented, 
visible feature which cannot be duplicated in 
any other line regardless of price. It acts as 
a shock absorber for the nerves and blood 
vessels of the foot, and is as essential to 
health and comfort as balloon tires are to 
the modern automobile. Meta-Poise Shoes 
with this new and adjustable Metatarsal 
Pillow will increase your list of satisfied 


customers who want both style and comfort. 
This line will give your store an extra advan- 
tage over competition, and will provide the 
man on the fitting stool with a sales presen- 
tation that is convincing and effective. 


The Meta-Poise franchise will serve as your 
insurance policy against the hazards of every- 
day merchandising. Would you like to know 
more about it? Plesse write us. 


The innersole carries a patented 


adjustable 


Metatarsal Pillow 


containing lamb’s down, a fea- 
ture found in no other line of 


footwear. 











MET 


A Meta-Poise style 


for spring. 


A Meta-Poise style 


for spring. 





DIVISION OF THE H. C. GODMAN COMPANY, 


COLUMBUS, OHIO 
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Make Your Shoe Store 
A Service Center 


[CONTINUED FROM PAGE 23] 


In some stores, the management fully 
realizes the great possibilities of using 
findings as a first rate “builder” for 
the entire store or shoe department. 
No need of dwelling on the necessity 
of selling the proper ¢cleaners or brushes 
for certain materials in order that the 
shoes will give the customer the best 
possible service, even though the use 
of wrong agents is a constant source 


FINDINGS FROM THE 
FASHION ANGLE 


SEEN ON THE FIRST SPREAD 
(Pages 24-25) 


I—On the cards, colorful shoe trees 
designed for open-shank slippers. On 
the display, hang up shoe trees, an 
excellent item. 


2—Best-selling ornaments — leather 
bows, flat grosgrain bows. More lim- 
ited-cut steel for cocktail time, jewelled 
bars for evening. Prospects for pumps 
and ornaments —look brighter for 
Spring. 

3—Hand-knitted bedsocks, an old- 
fashioned idea that's new fashion again. 


4—Lipstick suede brush—Have the 
salesmen carry it in his pocket. Nine 
times out of ten the customer says 
O. K. Run-R-Stop (bottom), a decora- 
tive purse-size gadget to prevent lad- 
ders in stockings. 


5—Very light weight half-rubbers 
which fold up and fit into the small 
purse. These come in three sizes. 


6—Spatzies—in Lastex—a successful 
cold weather item. The spat slips on 
without fastenings. 


7—Sock-attached-shoe, a winter nov- 
elty for collegians and suburbanites. 
Cap to match. 


8—B-Flat, the famous "invisible" 
garter that rolls inside the stockings. 
Now in a new form. Made of elastic 
webbing. 


9—Knee-warmers, believe it or not, 
are selling this season, especially in the 
West. 


10—Scotch tongues in different col- 
ors to add changeable color accents to 
the Kiltie shoe. 


11—The shoe travelling bag. The 
better grade stores sell a few year in 
and year out. 


12—Shoe cases made of knitted fab- 
ric or in bright colored cloth. 


of complaint on the part of the wearers. 

The one big thought in the selling 
of findings through good displays is 
based on the truth that customers like 
to look at things, as it gives them a 
feeling that they have access to the 
stock. In this way they like to have 
the sensation of discovering needed 
items by themselves, and in so doing 
they buy easily and freely. 


FINDINGS SEEN ON THE SECOND 
SPREAD 
(Page 26-27) 


|—Metal, leather covered and all 
leather adjustable arch props are an 
important part of many shoe findings 
stocks. 


2—Foot Remedies, such as grease- 
less massage cream; soap; powder and 
ointment are sold both in units and in 
groups. 


3—Pads always find a ready sale. 
Shown are those especially made for 
soft corns; regular corns; bunions and 
callouses. 


4—A great variety of riding findings 
always lends color and life to displays. 
American saddle soap; spurs; boot 
jacks and hooks; boot pulls; chains: 
straps and crops are leaders. 


5—Regular heel cushions and right 
and left cushions together with cushior 
metatarsal insoles are shown here. 


6—Stocking heel protectors; bunion 
protectors; comfort instep supports: 
vamp pinch pads; felt heel fillers; vamp 
eazers and heel linings. 


7—Flapper tongues; heel protectors 
which go over the outside of the heels: 
lace tassels; dance taps and cow bone 
shoe horns. 


8—A very few of the hundreds of 
shoe polishing sets; specialty polishes: 
suede sponges; shoe brush sets, and 
silver and gold polish. 


9—Rubber and felt metatarsal pads, 
as well as callous cushions. 


10—Slumber socks not only for bed 
wear but to wear over shoes when rid- 
ing in the car. 


11—Quilted and wool soles are en- 
joying a great sale due to the knitting 
craze. 

12—-96,000,000 pairs of shoe laces 


were sold last year. Shoe laces are al- 
ways ready money makers. 


BOOT AND SHOE RECORDER, November 16, 1935 





Fraser Moffat Passes 
[CONTINUED FROM PAGE 32] 


In Oct., 1922, Mr. Moffat was elected tv 
the presiaency of tne Tanners Council, 
an otfice which he has heid continuously 
ever since. 

As executive head of the Tanners 
Council, Mr. Mottat has rendered con- 
spicuous service to the leather industry. 
Studious by nature, he had a firm 
grasp of the essential principles which 
underlie the making and marketing of 
leather, together with the economic 
problems of the industry. He believed 
that his organization could serve best 
by knowing the facts and to that end 
built a staff organization competent to 
gather statistics and information on 
every phase of the tanning business. 
He was a sturdy exponent of the vir- 
tues of American leathers and in his 
addresses and writings he _ rarely 
missed an opportunity to extol the 
high quality of the products of Ameri- 
can tanneries. Through his untiring 
efforts to advance the interests of the 
industry which he served as official 
spokesman, he accomplished worth 
while results that were of lasting value. 
He served as a harmonizer of diver- 
gent views and interests and inspired 
others with the pride that he himself 
had in being a part of the American 
leather industry. 

Mr. Moffat was again reelected to 
the presidency of the Tanners Council 
at its annual meeting in Chicago, Oct. 
24-25. 

On the formation of the Hide Ex- 
change in New York, some years ago, 
Mr. Moffat was elected to the Board 
of Governors and he held a similar 
position on the board of the Commodity 
Exchange, with which the Hide Fx- 
change was subsequently merged. 

Mr. Moffat’s home was at 4 East 
Eighty-sixth Street, New York. He 
leaves his widow, Mrs. Elivabeth 
Churchill Ripley Moffat; a son, Fraser 
M. Moffat, Jr., and a daughter, Mrs. 
Roger W. Whitman, of New Britain, 
Conn. 


Trade Friends Attend Funeral 


Services were held on Saturday, Nov. 
9, at the Church of the Ascension, Fifth 
Avenue and 10th Street. Friends in 
the trade and representatives of all 
associations filled two long aisles down 
the center of the church and paid their 
last respects. 


Quality Sales Increase 


ATLANTA, GA.—More “trading up” 
than in years is reported by the men’s 
shoe department of the George Muse 
Clothing Company, of which Marshal 
Walker is manager. Many pairs of 
$2.50 and $3 shoes are being replaced 
by pairs costing from $5 to $7.50, and 
this is considered to be a very encourag- 
ing sign of improved business cordi- 
tions. The department has enjoye! 4 
very good Fall business. 
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OODRICH was first to recognize 

thedemand for wear without weight 
in rubber footwear. And so the Litentuf 
process was developed — giving more 
comfort, less weight and adequate wear — 
the three things people want most in 
rubber footwear for work or sport. 
4 OR 5 BUCKLE Goodrich Litentuf Footwear first made 


ALL RUBBER : : 
ARCTICS—Light- its appearance in the heavy-duty field — 


cbfe—tons a footwear light in weight but tough to 
caring. . . 
wear out. Then, the hunting and fishing 
boots were perfected. Litentufs are tre- 
mendously popular in both these fields 
now, because men are quick to appre- 
ciate the greater comfort, flexibility, 
better fit and neater appearance. And 
they’re enthusiastic about the “mileage” 
of these boots too. 
Are you “cashing in” on this line of 





MUD RUBBER LACE ANKLE. 


— Higher Pro- 

tection than 
lain Mud 
ubber. 


FIT BOOT (12" 
or 16" Height) 
—New Devel- 
opment in Farm 
Footwear— 
Willdothe 


rubber footwear — the kind with fea- 
tures your Customers want? Thousands 
of Goodrich dealers have already dis- 


work of Regu- ° 
lar Boos, | Lace covered, to their profit, that customers 
TopsorLeather are willing to pay a little more for qual- 
ity footwear because they know the 
exclusive Litentuf features give them 
their money’s worth. Push this line 
from now on—and watch sales and 


profits spurt upward all season long. 


THE B. F. GOODRICH FOOTWEAR DIV. 


ANKLEFIT BOOT Watertown, Massachusetts 


Fledblectieht in The name Goodrich on 32,000 Products is recognized 
Weight—Long in . as a mark of quality to the consumer—and a symbol 
MUD RUBBER— oe of profit to the dealer. 
Stretchable— “ight. 


' weight — Long . 
. | G 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, III.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; Denver, Col.; 
Detroit, Mich.; Kansas City, Mo.; Los Angeles, Calif.; Minneapolis, Minn.; New York, N. Y.; Philadelphia, Pa.; St. Louis, Mo.; 
Salt Lake City, Utah; San Francisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 

















This is one of a series of advertisements giving many reasons why it will be to your advantage to stock and sell Goodrich Rubber Footwear 





When writing advertisers please mention Boot and Shoe Recorder 
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Promotion Gets Shoes Sold 


[CONTINUED FROM PAGE 35] 


The decision of the automotive indus- 
try to exploit its 1936 models two 
months ahead of the calendar may have 
a definite influence on the business of 
thousands of merchants engaged in 
other lines of trade. At least it should 
serve as a challenge to every retailer 
to plan and consider what he can do 
to show his merchandise more attrac- 
tively and in such a way as to claim 
his share of favorable attention from 
the buying public. Shoes, as well as 
automobiles, can be made attractive 
and interesting if a proper amount of 
study and effort is put behind the 
attempt. 

This week we show four striking 
windows, illustrative of some of the 
season’s newest trends in fashion foot- 
wear displays. Since this is the height 
of the selling season on shoes of this 
description, they offer suggestions and 
ideas which retailers everywhere can 
well consider in planning smart dis- 
plays, designed to stimulate selling in 
this last six weeks that will tell the 
story of 1935 business in every shoe 
store. 


Features Colored Patent 


The Saks-34th Street window dis- 
play, featuring colored patent leather 
shoes, was one of which Manager 
Joseph Michaels was especially proud, 
not only because of the attractiveness 
of the display itself, but because it 
proved its merit in actual sales. It 
occupied a prominent corner position 
and the up-to-date styles, emphasizing 
a leather that has such a decided 
fashion appeal, caught the attention 
of throngs of people who cross 34th 
Street or Herald Square at this busy 
intersection. The window in reality 
formed a part of a carefully planned 
promotion, tying in with smart news- 
paper advertising on the same models 
in colored patent. The response to this 
double-barrelled publicity proved grati- 
fying in the extreme and vindicated Mr. 
Michaels’ judgment in planning such a 
daring promotion. 

Shoe fashions, like fashions in other 
apparel, bear down heavily this season 
on materials, and the woman who 
knows her shoes is, therefore, extreme- 
ly leather conscious. Department stores 
and their shoe buyers recognize this 
fact and so it is natural that we find 
many windows built around the 
leathers from which the shoes are 
made. As evidence of this, witness not 
only the Saks-34th Street window dis- 
play, but also the one by Stern 
Brothers, in which shoes are shown in 
connection with appropriate fabrics to 
form a most striking window with the 
background caption, “Five Steps Into 
the Fashion Future.” 

The “Five Steps” featured in this 
window consisted of five of the most 
prominent fashion highlights of the 
season in women’s shoes, namely, alli- 
gator, reverse calf, color, square toes 





LATEST IN ESKIMO FOOTWEAR 


New Orleans, La.—The latest mode in foot- 
wear for Eskimo maidens is on display in the 
windows of a local store. Carleton Lecorgne, 
one of the clerks in the shop, on a tour, 
stopped off two days in Alaska. Here he met 
an Eskimo girl who had a terrific yen for 
corned beef. He swapped a can of the 
delicacy for her shoes. The shoes are made 
of buckskin and sea lion, sewn together with 
the tendons of the sea lion and are banded 
on top with fur. 





and heels and the wide strap shoe. 
Showing these styles in connection with 
the dress fabrics gave prospective cus- 
tomers an impression of their fashion 
possibilities and the kind of costumes 
with which they might be worn. 

The window by Franklin Simon Co. 
carried out the military theme, now 
such an important factor in shoe and 
apparel fashions. It was featured in a 
way that was clever and interesting. 
The amusing cut-out of the three 
musketeers gave the background sug- 
gestion for the story and served as a 
striking eye-catcher. The shoe that was 
featured in this display was the mili- 
tary sandal with pierced forepart, 
which has been so successfully pro- 
moted this season by Franklin Simon. 


Style Promotion Through Windows 


The fourth window shown this week 
came from Volk Brothers, way down 
in Dallas, Tex., and this too was a dis- 
play designed and planned for the sole 
purpose of exploiting a style idea. 
“British Walkers” are a group of shoes 
originated by Volk Brothers and pro- 
duced by two American manufacturers 
in accordance with Volk specifications. 
These shoes were featured in an ex- 
tensive promotion which included this 
and other window displays, striking 
advertisements in the newspapers, 
clever interior display, etc. The figure 
of the soldier was used everywhere, in 
ads, windows and interior displays, and 
the whole idea proved very successful, 
resulting in a gratifying volume of 
business on the featured line. 

All of these displays, and many 
others of the same general character. 
which can be seen in the windows of 
enterprising stores in every good-sized 
city, as well as in many of the up-to- 
date communities of medium size, serve 
but to emphasize how more shoes can 
be sold at profitable prices by drama- 
tizing new ideas in styles, materials, 
colors and even the details of shoe 
design, such as heels and toes. Having 
these shoes in stock and putting them 
in window displays of a more or less 
perfunctory character is by no means 
sufficient, if the shoe merchant is to 
make the most of their style appeal 
and selling possibilities. They must be 
advertised, shown and promoted in 


windows and ads of striking interest 
if they are to capture the imagination 
of the public and bring a worth while 
volume of new business to your store, 


Special Designs for Flats 


NEw YorK—Shoe Fashion Research 
served up an idea, along with cocktails, 
at a showing given recently at the 
McAlpin Hotel. As explained by De- 
signer Adolph and by Miss Terry 
Cramer, new publicity director of this 
studio, the idea is this: 

The styling of flats demands an en- 
tirely new design approach, in both 
pattern and actual construction. The 
line of flats introduced at the showing 
was designed on proportions especially 
planned for lowered arch elevation. 

Adolph has divided his new collection 
of flats into groups for the occasion, 
sub-divided into pattern types to show 
how wide is the scope of the flat today. 
Properly designed, the low-heeled shoe 
can be worn with grace on any occasion 
and in any shoe size, and in any type 
of leather. The range o* nattern tyre 
possibilities is also wide, with the single 
exception of the out and out pump. 

Buttoned effects, new variations of 
the important broad strap, including 
the sandalized wide strap, are fashion 
notes emphasized in the showing. ‘The 
use of actual costume motifs, such as 
the adaptation of a man’s collar in a 
tailored shoe, lends novel detail interest. 


Moves to Larger Store 


Bay Crry, MicuH.— Miller’s Ortho- 
pedic Shoe Store, after 28 years on one 
spot at 1615 Woodside, has moved to 
414 Center Avenue. Increased busi- 
ness made the move necessary. A full 
line of family shoes is carried, includ- 
ing P. W. Minor and Health Spot. The 
store has been remodeled, with -new 
fixtures, front, shelving and _ cases. 
H. Miller is the owner. 


Opens New Store 


New YorkK—T. H. Tenzer, doing 
business as the W. L. Douglas Agency 
for the past 15 years at 82 First Ave- 
nue, New York, has seen fit to finally 
expand and has opened a new link to 
his business at 127 Second Avenue, 
where he will specialize in catering to 
the modern young women’s trade. The 
store is known as the Polly-Nelly Shoe 
Shop. Simon Weinberger in charge. 


Installs Shoe Clinic 


SPOKANE, WAsH. — The Crescent, 
large shoe outlet and department store 
of this city, has created a Shoe Clinic 
in its downstairs store, as something 
entirely new and distinctive for shoe | 
customers in Spokane. The shoe clinic, 
by means of a large financial outlay 
for machinery, equipment and fixtures, 
does everything to shoes in the re 
bui'ding and renewing of them. 
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S PORT W ey 


SMART STYLES for. Youne MODERNS 





WELTS 
FOR 
SPORT ¢ DRESS 


18 Different Styles 
62 Different Sizes 










Leather with 


Trim. 


Black. 


AAA, 











At the Chicago Fair, 
January 5 to 9, 1936. 
Palmer House 836-838 
Morr'son Hotel 335. 


710 NORTH 








ww 


HIGH GRADE 








HIKE-A-BOUT 


Style No. 726, Brown Roughie 
Brown 


Style No. 727, Same Style in | 


Six Iron Flexible Oak Bend . : Pee 
Sole. 12/8 Leather Heel. 2% if paid within 
Sizes in Stock 6/9 AAAA, 5/9 30 days of date of 


4/9 AA-A-B. 


TWELFTH BLVD., 


THE ONLY EXCLUSIVE GOODYEAR WELT ORGANIZATION IN MISSOURI 
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Sell More 


[CONTINUED FROM PAGE 29] 


the veil on a little private, internal dis- 
cussion of the subject. “There has 
always been an argument,” he states, 
“between our general department store 
management, represented by my father 
(now deceased) and my two brothers, 
and on the other side by myself and our 
shoe store management. 

“I have held that P.M’s. are univer- 
sal in the family shoe store or specialty 
shoe department, and that when sales- 
men understand that each pair of a 
P.M. lot must be equally as well fitted 
as all other shoes, then the customer 
does not suffer in value received—and 
usually profits. 

“We stamp H on the carton to de- 
note 10 cent P.M. (seldom used), M 
for 25 cents, S for 50 cents (these two 
used most often) and HK for $1.00 
(seldom). Sometimes we put $1.00 on 
certain styles of our named _ shoes 
rather than reduce them below their 
regular advertised prices. The cashier 
okays the salesman’s P.M. memoran- 
dum and these may be cashed in 
amounts of $1.00 or more. 

“We find it cheaper in the long run 
and more advantageous to carry our 
P.M. shoes right in with the regular 
stock during the selling season. Then 
at clearance season we move them out 
at very low prices.” 

Looking at it from the salesman’s 


standpoint, both the commission system 
and the P.M. policy are based on the 
much discussed “profit motive,” a prin- 
ciple which business men are defend- 
ing stoutly nowadays. 





J.T. Wood Co. in New Quarters 


WarRE, Mass.—Joseph T. Wood Com- 
pany began to manufacture shoes in 
its new quarters in the old Gilbert 
mill, Nov. 4. Some of the machinery 
was replaced with new units of the 
latest design. It is expected to bring 
production back to normal within a 
short time but whether production will 
be increased beyond the former rate 
will depend on market conditions, ac- 
cording to James Sears, treasurer. 
The company, which was taken over 
recently by the Union Hardware Com- 
pany of Torrington, Conn., will con- 
tinue under the old name. It was 
moved to Ware from West Brookfield 
45 years ago. Originally its produ:- 
tion was confined to heavy types of 
shoes used by miners, farmers, and 
lumberjacks but after a time it got 
into the manufacture of sporting lines 
and more recently of dress shoes. The 
company’s office will be moved from the 
Mechanic Street building as soon as 
the remodeling is completed. 








TERMS 


Calf CASH DISCOUNT 


5% if paid within 15 


days of date of in- 
voice. | 
| 
| 
| 


invoice. 













Sure money- -makers—order now 


RACE-A-BOUT 


STYLE NO. 738, Brown Elk 
Blucher Oxford with Fringe 
Tongue and Strap. 











Seven Iron Flexible Oak Bend 
Sole. 12/8 Leather Heel. 
Sizes in stock 4/9 AAA-AA, 
3144/9 A, 2146/9 B-C. 





In our effort to make 
the best shoes pos- 
sible that you can 
sell at prices within 
reach of the major- 
ity of the buying 
public, we ship mer- | 
chandise only to firms | 
who discount their 
bills. | 


THE 


$9.50 





JUVENILE 


SHOE CORPORATION 


OF AMERICA 
CENTRAL TERMINAL BUILDING 





SAINT LOUIS, 
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oa yo CUSTOMERS will be satis- 
8 fied if their shoes have scuffless 
_ : = @ heels. Sales are easier, quicker, when 
as 4 
shoe heels are covered with du Pont’s 

7 scuff-proof plastic heel covering ma- 
) sy terial. This heel cover will not scratch, 
y) sais scuff or mar and gives longer life to 


any shoes. ““PYRAHEEL” simulates 
all textures—calf, built-up leather, 
dull and shiny kid, patent leather, 
rough grain finishes, etc. If you 
haven’t these heels on the shoes you 


sell, specify scuffiess heels on the next 


order you place with your shoe sup- 
plier or write to Du Pont Viscoloid 
Company, Empire State Building, 
Department 25, New York City, for 
further information. 


SHOES COURTESY OF I. MILLER 


/ “Bound for town, Betty?” 


“Yes, returning shoes. Had them a week and the heels 
are ruined already.” 


“You’re not smart—you should insist on ‘** Pyraheel’.”’ P Y R yl \ I { EK EK L 


“What do you mean by ‘Pyraheel’?” 


“It’s a new heel covering material de by Du Pont. 


It’s scuffless!” 
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MODERN METHOD 


Many leading manufac- 





turers of quality footwear 
are producing Silhouwelts 


in smart new designs. 


They offer unsurpassed 








values to the wearer and « 


real business building op- 





portunity to the merchant. 


SILHOUWELTS 











UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Shoe Vleus 


THIS WEEK IN THE SHOE TRADE 





SATURDAY, NOVEMBER 16, 1935 





NATIONAL NEWS 





Drought Hides in Good Condition 


Will Be Marketed When Best Interests of All Concerned Make 
Action Advisable, Hopkins Statement Says 





WASHINGTON, D. C.—Speaking as 
president of the Federal Surplus Relief 
Corporation, Harry L. Hopkins took 
occasion last week to deny that hides 
and skins purchased by the government 
and held off the market at the time of 
the drought in 1934 had deteriorated 
in quality and condition, as had been 
persistently rumored. The statement 
by Mr. Hopkins was based upon a 
report of the corporation’s committee 
on hides and skins, composed of rep- 
resentatives of the Department of 
Agriculture, the Agricultural Adjust- 
ment Administration and the Federal 
Surplus Relief Corporation. This re- 
port follows: 

“The Federal Surplus Relief Cor- 
poration is holding in cold storage ap- 
proximately 1,500,000 hides and 500,000 
calf skins taken from drought animals 
slaughtered last year. A committee 
representing the United States Depart- 
ment of Agriculture and the Federal 
Surplus Relief Corporation is main- 
taining, through the Bureau of Animal 
Industry, constant supervision of these 
hides and skins. 


“The Bureau of Animal Industry 
reports that daily checks are being 
made on the cold storage conditions 
and that frequent inspections are be- 
ing made on the quality and condi- 
tions of the hides and skins. Its latest 
inspection report shows that the hides 
and skins are in excellent condition 
and that there has been no deteriora- 
tion. Experts of the Bureau of Animal 
Industry state that these hides and 
skins can be held for at least two 
years and longer if necessary without 
deterioration. 

“The committee is giving constant 
attention to the interests of the con- 
sumer, the producer, the dealer and 
the manufacturer. When the best 
interests of all concerned indicate 
that the hides and skins should be sold, 
the committee will initiate such a pro- 
gram. Disposition of these hides will 
be conducted in an orderly manner so 
as not to unduly affect market condi- 
tions. Any decision of the committee 
regarding such disposition will be given 
full publicity.” 





Asks Shoe Manufacturers to 
Reconsider Conference Refusal 


WASHINGTON, D. C.—A reply to the 
letter of the National Boot & Shoe 
Manufacturers Association protesting 
enactment of any legislation to revive 
the NRA was made public here today 
by Industrial Coordinator George L. 
Berry. 

The letter was conciliatory in its 
tone, urging that the boot and shoe 
men “look further ahead than their 
immediate wants and desires.” 

Expressing the view that “industry 
holds the key to the future of this 
nation’s well-being,” Mr. Berry asked 
the industry at large to reconsider its 
decision and to participate with other 
industries in the conferences to be held 
here in Washington. 

Mr. Berry also stated that the boot 





and shoe manufacturers of America 
have a vast contribution to make to 
the NRA conferences because of their 
experiences during the last Blue Eagle 
reign. 

“The problems around which I hope 
the discussions will focus,” Mr. Berry 
wrote, “transcend the immediate prob- 
lems confronting a single industry. 
They are fundamental and concern all 
idustry from fisheries to locomotives. 
I shall be content and my purpose will 
have been accomplished if industry 
decides that these questions are vital 
enough to warrant its earnest con- 
sideration and to justify the establish- 
ment of an instrumentality for coopera- 
tive action. I have no preconceptions 
as to what action industry should take. 
Industry holds the key to the future 
of this nation’s well-being. I am ask- 
ing industry to use the key.” 





Unusual Weather, Modifies 
New York Sale Plan 


New York.—The Shoe Merchants 
Council of New York last week released 
its members and the department store 
buyers and individual retailers who 
had participated in the agreement not 
to hold reduced price shoe sales before 
November 25 from their pledges for the 
balance of the period, due to the un- 
usual situation created by the pro- 
longed spell of unseasonably warm 
weather, which has resulted in over- 
stocks of Fall shoes in some stores. 

When the matter came up for dis- 
cussion, the great majority of retailers 
were strongly in favor of continuing 
the agreement until the date stipulated, 
notwithstanding the unusual conditions. 
It was subsequently learned, however, 
that some of the department store 
buyers were under pressure from their 
management to advertise sales. There- 
fore it was decided to terminate the 
agreement as of last week. 

Notwithstanding this decision and 
the fact that all of the signers were 
told the agreement was off, only two 
stores that had signed up actually did 
announce sales last week, according to 
Jesse Adler, vice-president of the Na- 
tional Shoe Retailers Association, who 
with John Laycock, president of the 
Shoe Merchants Council, and John 
Holden, then manager of the N.S.R.A., 
took a leading part in the movement 
last summer to find a sound solution 
of the sale problem. 

Despite the unusual weather condi- 
tions this season, Mr. Adler pointed 
out, the agreement was effective in con- 
trolling the sale situation and main- 
taining profitable prices for a much 
longer period than was possible in re- 
cent years. 





Takes Over Brother's 
Store Interest 


NAUGATUCK, CONN. — Edwin B. 
Pisani has taken over the interest of 
his brother, Dominick S. Pisani, in the 
retail shoe business at 209 Church 
Street, which was acquired by the 
brothers last Spring from the estate of 
Joseph E. Martin. The Pisanis had 


previously operated Pisani Bros. Shoe 
Store in Peekskill, N. Y., for a number 
of years. 
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O'DONNELL 
Lead the Parade 


Why? Because we know how to make ther. 


We know how to style 
them. And we back them up with an in- 
stock service, thus aiding your turnover. | 
Every pair you sell truly makes your cus- | 
tomer feel like an Aristocrat. And a booster 


| ee 
Jodhpur. 


women. 







Gore Jodhpur. Made 
to order for both men 
and women. The 


newest addition to 


Aristocrat Jodhpurs. 


The Most Complete 
Ridin and Military 
Boot Line in America. 


Write for catalog. 








Lace 


Made to or- 
der for both men and | 








O’DONNELL SHOE COMPANY 








Humboldt, Tenn. 


N. Y.: 531 Marbridge Bldg. 








A. P. Gilbert Brings 


Home the Moose 


THIENSVILLE, Wis.—The most recent 
Kali-sten-iks “Sales Scooter,” issued by 
the Gilbert Shoe Co. to its salesmen, 
contains an interesting account of a 
hunting trip by A. P. Gilbert and Earl 
Boldig in the country about Fort Fran- 





A. P. Gilbert and Carl Boldig with the 

moose shot by A. P. Gilbert at Burnett's 

Spring Lake Lodge, Fort Francis, On- 
tario. 


cis, Ontario. Two moose, weighing ap- 
proximately 1200 each, and two buck 
deer, 200 pounds each, rewarded the 
efforts of the nimrods, and for thrills 
and excitement the story of the trip 
rivals that of the final quarter in 
which Notre Dame won that Ohio State 
football classic two weeks ago. 

The party left Thiensville Monday 
night, Oct. 14, and made their first stop 
the following afternoon at Burnett’s 
Spring Lake Lodge, Fort Francis, On- 
tario. At Lake Despair a day later 
they shot about 30 ducks, and on Satur- 
day morning, the 19th, headed farther 
into the woods. Sunday, Monday and 
Tuesday they stalked the moose, but 
none was seen. Although several deer 
were sighted, they were all does, which 
the hunters refused to shoot. 

The real thrills of the trip came on 
Wednesday and are described by Mr. 
Gilbert as follows: 

“We were all quite low and discour- 
aged, as there were only three days of 
our trip left; however, we were still 
determined and went to a new district, 
which we had explored the day before. 
The two guides, after putting us on a 
stand, decided to drive a large cedar 
swamp below. We waited for close to 
three hours and finally three large buck 
deer came out of the woods. We 
bagged two large bucks and within 10 
minutes a large specimen of moose 
came rambling out. After both of us 
emptied our guns, he was laid low, and 
while reloading the guns out came an- 
other moose about the same size, This 
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was an easy shot, as the moose finally 
stopped on a mound right in open coun- 
try. 

“The real treat of the trip and one 
that is hard to believe is that all four, 
the two deer and two moose, were shot 
down within 20 minutes time.” 


Enlarges Shoe Departments 


BuFFALO, N. Y.—With the forma! 
dedication of its new building and th: 
completion of its $700,000 moderniza- 
tion program, J. N. Adam & Co. ha: 
given additional floor space and im- 
proved display to its various shoe de- 
partments, including the better shoc 
shop for women, its budget department 
for the sale of inexpensive women’s and 
misses’ footwear, its boys’ shoe shop, 
and the new men’s shoe department 
located in the men’s division in the 
basement of the store. 

“We anticipate greatly increase: 
sales volume in better shoes,” explained 
Russell Ratigan, vice-president anid 
shoe merchandise manager for J. N. 
Adam & Co. “Already there has been 
an increase in the average sale and we 
are confident that this trend will grow 
as the season advances.” 

More than 50,000 persons crowded 
the new store on the evening of the 
formal dedication to get a preview of 
the new six-story building occupying 
almost a city block at Main, East 
Eagle, and Washington Streets. No 
merchandise was on sale during the 
evening but the dedication was fo'- 
lowed by the opening of its 54th anni- 
versary sale which is reported to have 
broken sales records for the last four 
years. 


Buffalo Rubber Contract 
Awarded 


BUFFALO, N. Y.—Bidding on the city 
contract for rubbers proved to be very 
close when the bids were opened Oct. 
31. The contract was for 24,000 pairs 
which is expected to meet the city’s 
requirements until January 31, 19:6, 
and resulted in Charles Reis, 41 Monti- 
cello Place, being declared the low 
bidder at $15,178.29. The second high- 
est were the United States Rubber and 
Goodrich Rubber Companies, with $15,- 
248.68, and the third highest was 
Endicott-Johnson with $15,256.60. 








Edison Sales Show Increase 


St. Louis, Mo.—Sales for Edison 
Bros. Stores, Inc., show important in- 
creases for the first 10 months of 1{'35 
as compared with the first 10 months 
of 1934. Sales for these months in 
1935 amounted to $13,143,745.64, an 
increase of $1,733,508.69 from the sales 
of the first 10 months of 1934, for 
the month of October alone this year, 
sales amounted to $1,607,757.88, an 
increase of $363,314.61. 

Edison Bros. Stores, Inc., increased 
the number of their stores from 84 in 
1934 to 90 stores this year. 
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This attractive model is 
an original design by 
ZINITTI 


Wauielcenricre 


LUE zs high style and volume color for Spring. 

No. 259 Navy Blue, No. 159 Marine Blue (slightly pur- 

plish), No. 359 Eagle Blue are the three outstanding 
Amalgamated blues. 























The right quality of kidskin and the authentic high style inter- 
pretation of color are dependable characteristics of every skin 
that comes from Amalgamated. Manufacturers and retailers are 
both benefiting from today’s demand for better merchandise. 

















/\malgamated Leather Companies, Inc. 


WILMINGTON, DELAWARE e 84 GOLD ST., NEW YORK 











Massachusetts. 





dealers, doctors and 













There are hundreds 
of “arch” lines, but 
there is only one 
genuine Arch Pre- 
server Shoe for Men 
THE WRIGHT ARCH 
PRESERVER SHOE 





the first and still the 
leading arch-type 


feature shoe among 






the general public. It 
is made EXCLUSIVELY 
by E.T. Wright & Co., 


Inc., of Rockland, 


CD 
ARCH PRESERVER 


SHOES 


FOR 
MEN 








Sam Wilson Made Manager 


NASHVILLE, TENN.—Sam A. Wilson 
has recently been made manager of 
the new Juvenile Shoe Shop of Love- 
man, Berger and Teitleman, Nashville. 
The shop features Buster Brown and 
Arch Preserver brands in addition to 
—_ well-known makes of children’s 
shoes. 


























































SAM A. WILSON 


Mr. Wilson started in the shoe busi- 
ness as a salesman with Adams Dry 
Goods Company of Mt. Pleasant, Tenn., 
in 1916. In 1920 he bought an interest 
in the Kittrell Mercantile Company of 
the same city. A few years later he 
went with Brown Shoe Company of St. 
Louis, and after leaving that firm be- 
came connected with the John A. 
Meadors Company of Nashville. He re- 
mained there up to the time of his con- 
nection six years ago with Loveman, 
Berger and Teitleman. 


Arthur Salomon Joins 
Curtis-Stephens-Embry Staff 


New York—Arthur L. Salomon has 
recently become associated with the 
firm of Curtis-Stephens-Embry Co. of 
Reading, Pa., in the capacity of spe- 
cial representative for their growing 
girls’, misses’ and children’s welt and 
Little-Way lines. 

Mr. Salomon will call on all the large 
trade in all the eastern and Middle 
West large cities. He needs no intro- 
duction to the buyers of juvenile and 
growing girls’ shoes, as his years of 
experience with the Gotshall Shoe Co. 





and Shipley & Sons Co., where he de- 
veloped the most modern juvenile lasts 


BOOT AND SHOE RECORDER, November. 16, 1935 


On the Selling End 


News of the Travelers and Sales Activities 





and patterns, is well remembered by 
the buyers of this. merchandise. 

Mr. Salomon is now on his initial 
trip with the Spring line, and when in 
New York will make his headquarters 
at the Curtis-Stephens-Embry sales 
rooms in the Marbridge Building. 





Robert Truninger Made European 
Representative 


GRAND HAVEN, MicH.—Appointment 
of Robert G. Truninger by the Eagie- 
Ottowa Leather Company as its general 
representative for the whole of Conti- 
nental Europe was announced recently. 

Mr. Truninger was formerly export 
manager for the Eagle-Ottowa Co. in 
Grand Haven until last July, at which 
time he left for his native country, 
Switzerland, to establish his own ex- 
port-import business. 

As general representative for the 
Eagle-Ottowa Co. in Europe he will 
make his headquarters in Zurich, Swit- 
zerland, and from there he will work 
in close harmony with all of Eagle-0t- 
towa’s European connections. 


Barney Kimless With Carmo 


New York, N. Y.—Barney Kimless, 
who until recently was connected with 
the Mound City Shoe Co., of St. Louis, 

























Kkkeeteeetds sss... 








BARNEY KIMLESS 









is now representing the Carmo Shoe 
Manufacturing Company of Carthage, 
Mo., with sales headquarters at 844 
Marbridge Building, New York. His 
territory includes New York state, 
New Jersey and the New England 
states, as well as New York City, 
Philadelphia, Baltimore and Washing: 
ton. 
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which they are bound to get. 


the wearer. 


Sized from 1 to 5%. 
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In Stock 


Catalog and full particulars 
on request. 


No. 4080B — Blk. Elk 14 in. 
Welt. Natural Retan  back- 
stay and buckle strap, orange 
stitching, knife pocket, full 
velvet gusset, drill lined vamp, 
nickel se grain insole, roll 
top band, storm welt, dou- 
ble oak sole, leather heel. Last 
26, in-stock width, sizes 1! 
to 5Y. 


No. 3071B — Choc. Elk 12 in. 
Nailed. One buckle strap, 
orange and white stitching, 
knife pocket, full velvet gus- 
set, drill lined vamp, nickel 
hooks, grain insole, roll to 
band pac toe, double sole wit 
full leather midsole and Raw- 
cord outsole. Rawcord heel. 
Last 42, in-stock EE width, 
sizes | to 5'4. 
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Swirling Snows 


will bring the parents running to your store to buy ade- 
quate winter footwear for the “Young Fellers’’. 
happy customers of both the boys and their parents by 
having in-stock the best line of high boots available. 
“ORIGINAL CHIPPEWA’S” are made of the very best 
materials and will stand up under the most severe wear, 
The superior quality of 
these boots also gives added protection and warmth to 
IDEAL CHRISTMAS NUMBERS. 


Make 


In Stock. 


No. 3071B 


CHIPPEWA SHOE MANUFACTURING COMPANY 





* 
K 
K 
a 
a 
a 
i 
x 





oe ae ee ae ee ae 
Lot 


CSET OCSS SLOSS CSCO STCOSOSTCSSCOSSSSSSSSSSSSSSSSESSRESTS SCTE 


EWA FALLS wis 





ABE UUR OULU UU UOC UU OUR UUUUO UO UOO OOOO ULL U EE IE, 





George Lapp New Manager 


PROVIDENCE, R. I.—George Lapp, well 
known in the shoe business in the East, 
has been made manager of the Red 
Cross Department of the Callender, 
McAuslan & Troup Co., large depart- 
ment store of this city. He has pre- 
viously been manager of New Jersey 
and Massachusetts shoe stores and was 
for several years associated with the 
Walk-Over Shoe Store of this city be- 
fore its dissolution. Edmond Fain is 
assistant manager. 

Mr. Lapp has recently completed a 
special campaign, using direct-mail 
pieces to reach approximately 1800 cus- 
tomers who, acording to their records, 
had not patronized the department for 
six months. A gratifying percentage 
of those reached were brought to the 
department, according to Mr. Lapp, 
who reports the proportion of sales as 
very good. Mr. Lapp’s complete mail- 
ing list numbers 25,000 since consider- 
able emphasis is placed upon direct- 
mail contacts. 


R. B. Peckham Takes On New Line 


HOLLISTON, Mass.—Robert B. Peck- 
ham of Holliston, Mass., until recently 
with the children’s shoe division of C. 
B. Slater Company, South Braintree, 
18 now representing in the New En- 
gland territory, the Walkin Shoe Com- 
pany of Schuylkill Haven, Pa., manu- 
facturers of a fine line of children’s 


shoes. Mr. Peckham is thoroughly 
conversant with the juvenile shoe busi- 
ness and speaks in glowing terms of 
this new line of his. 


Joins Myers Sales Force 


BALTIMORE, Mp.—D. Myers & Sons, 
Inc., of Baltimore, have appointed Ray- 
mond A. Gillet to their sales force. Mr. 
Gillet will cover their New England 
territory, with headquarters at 248 
Harris Avenue, Needham, Mass. 


eo 


RAYMOND A. GILLET 


Mr. Gillet is very familiar with this 
territory, having traveled it for many 
years. He has many friends among the 
trade, and D. Myers & Sons, Inc., state 
that they are very pleased to number 
him among their representatives. 


Plan Shoe Get-Together 


Des Moines, IowA—Plans for a 
social get-together of the personnel of 
all-the shoe stores and departments 
in the city, including the managers 
and the salesmen, were made at the 
meeting of the Des Moines Shoe Re- 
tailers at Hotel Kirkwood at their last 
meeting. Nov. 20 was set as the date 
of the party and J. N. Chapman of 
Feltman and Curme, was named chair- 
man. Walter Arant of DeArcy’s gave 
a pep talk at the dinner meeting, 
which was attended by 20 members. 
Informal discussion centered about uni- 
fied promotions and the prospect of 
approximately uniform prices on rub- 
ber footwear. P. O. DeWitt, president, 
conducted the meeting. Prospective 
members were entertained. 


Showing Spring Line 

St. Louis—F. A. Niebling recently 
became associated with Moulton-Bart- 
ley, Incorporated, St. Louis. He will 
cover the large cities throughout the 
country with a special Moulton-Bartley 
line. Moulton-Bartley’s new Spring line 
was out Nov. 1. Following is a list of 
their salesmen and their respective ter- 
ritories: 

F. A. Butterworth, Pacific Coast; 
E. H. (Bob) Moody, Texas, Okla.; 
J. W. William, Miss., Ala., La., Ark.; 
Paul Shatto, Southeast; J H. McLin, 
Tenn., Ky., Ind.; R. D. Cushman, Parts 





Women's Shoes 
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@KUSH-IN-EZE® 


HAND TURNED 
FOOTWEAR 
IN-STOCK 


VAUGHAN 
TOWLE CO 
WAKEFIELD.» 


SOMETHING BRAND NEW 
PLEATED SHOES 
WITHOUT STITCHING - 


NEW SALES WINNERS 





STOCK Black Brazilian Kid 
No. 3100 AA—Sizes 5/8 
B—Sizes 3%/8 
Med. Rd. Toe—19/8 
Cont. Heel 
Made on our new 
761 last 


$2.35 
‘o days 
(3330 days ) 


FREDERICK SHOE CO. 
DERRY, N. H. 


Modern Turn Shoes That Fit 
oo WILL NOT GAP 
yy Fa New “SHORTIBACK" Lasts 
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Cand E 30 STYLES Send for 
15 {iN STOCK catalog 1 
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of Iowa, Wis. and IIl.;George W. Mor- 
gan, Ohio, W. Va. and Mich.; W. R. 
Follansbee, Wis., Minn., Neb., North 
and South Dakota; B. K. Farnham, 
New York and New England States; 
C. O. Shatto, Pa. and N. J. 


Moves to New Quarters 


Detroit, Micu.—The American Cash 
Shoe Company, representing M. T. 
Shaw, Leverenz Shoe Company, Vir- 
ginia Shoe Company, Daly Brothers, 
and other shoe lines, has moved to new 
headquarters at 251 West Jefferson 
Avenue, nearly across the street from 
their old location. The new structure 
triples the floor space available, with 
an entire four-story building now being 
occupied for display and stock. An 
electric elevator is available, the build- 
ing is a more modern type. 

The company is being renamed the 
American Shoe Company. Oscar and 
Elmer Freiwald own the company, 
which does a wholesale business 
throughout Michigan. 
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A. C. Golden Goes With 
Krippendorf-Dittman Co. 


CINCINNATI—A. C. Golden, familiar- 
ly known throughout the trade as 
“Goldie” Golden, has recently joined the 
selling staff of Krippendorf-Dittman 
Co., and is selling their Foot Rest line, 


A. C. GOLDEN 


with New England and part of New 
York state as his territory. Mr. Golden 
has a wide acquaintance among the re- 
tailers of the territory where he will 
travel, and has many warm friends in 
all branches of the industry who will 
wish him success in his new connection. 

“Goldie” writes with enthusiasm of 
the favorable reaction on the part of 
retailers who have seen his line, and 
with steadily improving business he 
looks forward to a successful and pros- 
perous season. 


Paramount Salesmen Win Prizes 


St. Louis—The Paramount Shoe 
Mfg. Co., St. Louis, Mo., held its annual 
sales conference at headquarters Nov. 
1 to 3, at which time the new Spring 
line was introduced. The three-day 
series of conferences came to a climax 
with an organization banquet given at 
the Park Plaza Hotel, Saturday, Nov. 2, 
for the entire sales force. The speakers 
included Sam Wolff, secretary and 
treasurer; Mat Steis, president, and 
Morris Kalmon, vice-president and 
sales manager. 

Mr. Wolff discussed in general the 
conditions confronting the shoe indus- 
try today and in particular the situ- 
ation affecting shoe prices. He pointed 
out that it will be impossible for shoe 
manufacturers to maintain old price 
levels, due to the fact of the rise in the 
leather market and the higher cost of 
the materials going into the making of 
shoes. Mat Steis talked on quality and 
cooperation between sales force and 
factory, and stressed the point that 
quality in Paramount style shoes will 
be maintained regardless of prices. 


16, 


VANIA 


DE MARK REGISTERED 
@ 

Unlike any other innersole 
Van Tan Innersoles are made 
of leather especially tanned 
to assure maximum flexibility 
and cushioning resilience. 
Furthermore these qualities 
are permanent. Hence, they 
are the finest innersoles ob- 


tainable. 


VAN TASSEL 
LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 














The high-light of Mr. Kalmon’s talk 
was the relation between customer 
and factory, with the salesman acting 
as the ambassador. Following his talk, 
he presented the salesmen’s prizes 
for outstanding achievements during 
1935. First prize, a diamond ring, wert 
to Jack Cohn (covering Ohio, Michigan, 
Indiana, and Illinois) for the highest 
gross sales. Second prize, a gold wrist 
watch, went to Arthur (Mac) McDona!d 
(Pacific Coast) for second highest 
gross sales. Third prize, also a gold 
wrist watch, went to Abe Plotkin (New 
York, the Virginias and Pennsylvania 
and New England States) for the lar:- 
est percentage gain in sales over 1934. 
In addition, each salesman was pre- 
sented with a memento of the confe:- 
ence in the form of a Ronson com- 
bination pencil-lighter. Mr. Kalmon an- 
nounced that the total sales for 19/5 
showed a gain of 23 per cent over 1934. 

A list of Paramount salesmen ard 
their territories follows: Abe Plotkin, 
New York, the Virginias, Pennsylvania 
and New England States; Jack Cohn, 
Ohio, Michigan, Indiana, Illinois; Art 
Pett, Wisconsin, Minnesota, North and 
South Dakota, Nebraska; Joe Russell, 
Iowa, Missouri; Issy Cohen, Oklahoma, 
Kansas, Arkansas; Bill Stewart, Tex:is, 
Tennessee; Charles Toppino, Louisiana, 
Mississippi, Georgia, Florida; C. E. 
Carpenter, Rocky Mountain Stat«s; 
Arthur (Mac) McDonald, Pacific Coast. 
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S. G. Staff New Grossman Head 


New YorK—At a meeting of the 
stockholders of the Julius Grossman 
Company Nov. 4, Samuel G. Staff was 
elected president and treasurer of the 
organization. 


SAMUEL G. STAFF 


Mr. Staff has only been with the 
company a few years. He started in 
the factory learning the essentials of 
the shoe business and after a short 
time entered the retail end of the busi- 
ness from where he progressed until 
his recent election as president of the 
concern. 

Mr. Staff is an active member of 
the shoe organizations being the chair- 
man of the grievance committee of the 


‘ National Shoe Retailers Association, 


a director of the Shoe Club of New 
York, and vice-president of the Shoe 
Merchants Council. 

Walter E. Robedee, for many years 
an executive of Julius Grossman, was 
elected vice-president and secretary. 


Checkerdine Is Popular 


San Dieco, CaLir.—The new fabric 
known as checkerdine met with an im- 
mediate response in San Diego, accord- 
ing to Otto Vaught, buyer for the fine 
shoe department in Marston’s, leading 
department store here. The most popu- 
lar number in checkerdine is a gore 
pump with alligator tip, saddle, and 
heel cover. This number is the most 


popular in blue but black is also much ! 


in demand. 


Grand Rapids Store Moves 


GRAND Rapips, MicuH.—Dutcher 
Shoecraft is moving from 100 Madi- 
son Avenue, corner Washington Ave- 
nue, to newer and larger quarters at 
126 Madison Avenue. Wila B. Dut- 
cher, the owner, is in charge of the 
Chiropody and Physico-Therapy part 
of the business and P. Van Wingen 
has the shoe department. Additional 
fitting and operating rooms have been 
installed, along with a new display 
window. 
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It is the unobstructed thickness 
of resilient rubber in STA-TITE 
heels that makes them both com- 
fortable and long wearing. STA- 
TITE’s patented wire mesh is the 
most progressive step in rubber 
heel construction since rubber 
heels were invented! Sell shoes 


with the most modern heels— 
PANCO STA-TITE. 


| PANTHER PANCO CO. cueisea, Mass. 
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Hallmark 
Quality 

+ . « and get acquainted with 
the most OUTSTANDING 
VALUES in the domestic and 
imported riding beot field. IN- 
STOCK 

LADIES’ - $4.25 UP 
MEN’S - $4.75 UP 


THE SERVICE 
LEGGING CO., Inc. 


120 East (6th St. 
New York City 


For Complete 

CATALOG 

The No. GN42 
of 








Obituaries 
Shelton D. Houx 


MARSHALL, Mo.—Shelton D. Houx, 
for more than 40 years a shoe mer- 
chant here (in partnership with his 
brother, J. F. Houx), died at Fitzgib- 
bon Hospital on Nov. 6. 

Shelton Dulin Houx, son of Oliver 
and Elizabeth Houx, was born Dec. 
6, 1869, at Butler, Mo., coming with 
his parents to Marshall when a small 
child. 

When the Houx brothers sold their 
store to Frank Bihr in August, 1934, 
they had been in business the longest 
of any firm in Marshall. 

The Bihr Shoe Store, successors to 
Houx Bros., closed during the funeral 
hour. 

One son, Shelton R. Houx, and a 
granddaughter, Helen Houx, survive. 
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New Swatch Book 


A new type of swatch book has just 
been prepared by the Colonial Tanning 
Company of Boston, Mass. Their new 
spiral-bound book, covered with black 
patent leather and stamped in gold 
leaf, holds 40 swatches, the dark colors 
being separated from the pastels, 
metallic and patterns by a fibre card. 
Exceptionally rigid, it is at the same 


16, 1935 


time pliable enough for easy use to 
hold against a shoe for color, with n: 
risk of pulling the swatch. 

Because of the high cost of this 
swatch book, the Colonial Tanning 
Company has issued it in a limited 
edition, each copy numbered and reg- 
istered in the name of the buyer o: 
stylist to whom it is sent. 





Leonard Volk Dead 


Datuas.—A leader among the old 
guard of Southern shoe merchants, who 
saw the South, Dallas and his own 
business grow from meagre to large 
proportions, Leonard W. Volk, 67, died 


LEONARD W. VOLK 


on Nov. 7, at his estate on Turtle 
Creek in Dallas, after an eight-month 
illness. 

Mr. Volk, president of Volk Bros. 
Co., Inc., was born in Baltimore, Feb. 
17, 1868, with a pioneering spirit that 
brought him West to Dallas in 1889. 
He worked for a year for Logan, Evans 
& Smith. His brother, George Volk, 
came here shortly before he did, but 
returned to Newark, N. J. 

In 1890 Leonard Volk established a 
shoe store in what is now the 1000 


block of Elm Street with his brother, 
who was still in the East, as a partner. 
George Volk then came back to Dalla: 
to become president of the concern 
after it became a corporation. Leonard 
Volk assumed the presidency after 
George Volk’s death in 1922. 

The store was expanded severa! 
times and in 1910 it was moved to 
larger quarters in the 1200 block o»: 
Elm. In 1930 the store was moved 
into its six-story home in the 1800 
block on Elm Street near St. Paul. 
The new building is said to have been 
the first completely air-conditioned de- 
partment store in the United States. 

Mr. Volk’s background as a_ shoe 
merchant extended at least back to the 
eighteenth century, when his great- 
grandfather was shoemaker to the 
Prussian court. Boots of the King, as 
well as of noblemen and court ladies, 
came from his shop. 

A’ man of friendly disposition, Mr. 
Volk personally met most of the per- 
sons coming into his store and made 
many friends. How well he was 
thought of by his fellow businessmen 
was demonstrated by many of the lead- 
ing merchants of Dallas, who lauded 
his memory in the Dallas newspapers 
on the day of his death for his high 
ethics. Many telegrams of condolence 
were received from over the country. 

Mr. Volk was an enthusiastic golfer 
where he played at the Dallas Country 
Club. Likewise, he was an interested 
32 degree Scottish Rite Mason and a 
Shriner. Still another phase of his 
useful career was his activity as presi- 
dent of the Brookside Development 
Company. 

Surviving are his widow, Mrs. 
Reanna Volk; his son, Harold Vol‘, 
vice-president of the firm, both  f 
Dallas; a daughter, Mrs. C. E. Lom- 
bardi of Kansas City, and a sister, 
Miss Jenny Volk, Baltimore. 
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Along comes the smart, 


new square-toe shoe and 

again Celastic faithfully 

preserves the artful work 
of the designer. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recordér 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Seles.. 0-3 
Intermediates ...... 1-5 
Flexible Hard Soles. 2-6 
Send for In-Stock 
Oatalog 





MRS. DAY’S IDEAL BABY 
HOE CO. 
Leeust St. Danvers, Mass. 











PHILADELPHIA—As an example of a 
successful window promotion, the illus- 
tration of the display of Steigerwalt’s 








of this city is especially well designed. 
It is devoted to “Skeets,” the exclusive 
pattern in an active sports type of 
Goodyear welt for women, the name 
being adopted from a form of trap 
shooting. 

The promotion, however, was di- 
rected toward bringing this shoe into 
general city wear, and one of the sev- 
eral window cards seen in the illustra- 
tion bears the caption, “Skeets goes to 
town,” intended to convey both the 








What's New 


New Counter Cabinet 


Taking a cue from the drug store 
that sells most of its commodities 
through counter display, J. B. Rein- 





The novel counter cabinet for corn 
pads designed by J. B. Reinhart of the 


Wizard Company, makers of foot 


health aids. 


hart of the Wizard Company designs 
a new counter cabinet for corn pads. 
Corns may be the most common ailment 
of mankind, but their cure is now made 
modernistic. 


Locked-on Heel 


St. Lovis, Mo.—Frank B. Dopp, of 
this city, has secured patents on a 
locked-on ‘heel, the key on the heel to 
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Effective Sport Shoe Promotion 
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Clever show cards that tell a story of the shoes and their uses play a prominent part in this 
successful window display by Steigerwalt's, Philadelphia. 


colloquial and literal meaning of the 
phrase. 

Another feature of the display is the 
prominence given the price of the shoe, 
$8.50, this being the lowest price shown 
for several years by Steigerwalt’s and, 
according to Mr. Arnold of the staff, 
who designed the window, in keeping 
with the times. He stated that the 
same thought carried out in this win- 
dow will be utilized through the season 
in other promotions of the line, such as 
“Skeets goes South,” etc. The shoe it- 
self is made, as can be seen, in a great 
number of variations, chiefly in brown 
and gray suedes and in combinations. 





fit into a metal plate in the heel seat 
of the shoe. He has assigned his 
patents to the Perma Corp., of Chicago. 





New Type Snap Button 


New YorkK— Winner Adornments, 
Inc., manufacturers of shoe and jewel- 
ry novelties, have evolved a new idea 
in snap buttons for ladies’ shoes. These 
buttons are made of galalith and 
catalin inlaid in jewelers’ white metal 
and they can be had in every color 
wanted, to match leathers and fabrics. 

Some of the outstanding stylists 
have already adopted these buttons to 
be used in their Spring and Summer 
lines, 

Winner Adornments, Inc., manufac- 
ture all their products in the quarters 
at 270 Lafayette Street, New York 
City, and they will be glad to send 
samples of these new buttons to per- 
sons who are interested. 





Patent in Demand 


Los ANGELES, CAL.—The gleam of 
patent leather is enhanced in a large 
number of high-throated pumps shown 
by the Innes Shoe Company through 
the combination of such leather with 
dull-toned fabrics. White stitching is 
also used on several of these numbers 
to give the effect of greater brilliancy 
through contrast. A black kid com- 
bined with patent is also an outstand- 
ing number. Nine dollars per pair is 
a favorite price at Innes’. 








~ BRAND NEW! 


First of its kind. First of a series. 
Shoe Man’s Manual No. 1 covers con- 
cisely and completely the fundamental! 
principles of making COMPELLING 
SHOE AD-LAYOUTS! 120 sketches! 
Yet boiled down to 25 pages! The 
first hand-book of its kind ever pre- 
pared for retail shoe advertisers. Only 
$1.00. 


HOW to MAKE 


YOUR SHOE ADS 
» STAND OUT . 


fete eee seen eee eens eee 


| BOOT AND SHOE RECORDER 
. 39th St.,. New York, N. Y. 


ENCLOSED IS ONE DOLLAR (check, 


Se ee ee ee ee me we oe oe oe ee 


: cash, or money order). Send me 
1 How to Make Your Shoe Ads Stand 
' 
: EMME ccccccscccccoccccccccccess 
; AGGPEBS 2c ccc ccccccccccccccccces 
1 City ..... ocehanedaes State....... ; 
; Orders without remittance y 
sent C.0.D. plus i 
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“Nail that runner! Nail that runner !” 





"Boy! He’s going through that team 

like shoes of Surpass Brown or 
= Blue Glazed hid through a retailer's 
stock room {’’ 





You are interested in profits that can come to you from 
the sale of Kid Shoes—because they form the bulk of 
women's footwear. And real profits demand not only first 
sales, but customers who come back to you for repeats— 
shoes that have ‘wearing satisfaction" plus original attrac- 
tiveness. Surpass Brown, Surpass Blue, and Surpass Black 


BEST LOCATED Glazed Kid have a beauty, and a color authenticity that 


women don't miss. Surpass tannage, with its exact control 
HOTEL IN NEW YORK’’ of both the chemical and physical processes, Surpass grad- 

ing, that gives the manufacturer and the retailer a depend- 
able, year-in-and-year-out uniformity, and Surpass experi- 


llent meals . . . Cour- ence are responsible for the fine grained, silky, well nur- 
Excelle . . tured kid that keeps these women "'sold," and that brings 


teous service . . . Large, them back to you when they want another pair of shoes. 





restful, outside rooms... 


all with private bath 


from ‘3 


RIGHT AT GRAND CENTRAL 
NEW YORK 
Just a few steps from trains 
Frank J. Crohan, President 
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as well as BLACK 
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Men's and Women's 
Slippers 
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EVANS-SLIPPERS 


HAND TURNED CEMENT 
OR PADDED SOLES 











No. 1605. 
Padded sole 
opera 
Tan and Black, 
6-12D $1.25 

















77 STYLES 
& IN-STOCK 


SEND fee 
CATA 


L.B.EVANS'SON CO. 







WAKEFIELD 
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Dancing Shoes and Taps 
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TAP SLIPPERS 
IN STOCK 


Patent Leather 
Hand TURNED 
With Aluminum Taps attached 
$1.90 









Without Taps (Fine 
House Shoe) $1.80 
BROOKS SHOE 
MFG. CO., 
Swanson & Rit tner 
Phita., P: 











TAP 
DANCE 
SHOES 


In 
Stock 


BLACK CALF 
PAT. LEATHER 


Women’s 
A-B-C 242-8 
$1.55 


Misses’ 
A-B-C 12-2 
$1.45 


— OwENs SHOECO. — 


“——_ 28 Goodhue St., Salem, Mass. 














Aligrim Has New Store 


Los ANGELES, CALIF.— Geary All- 
grim, proprietor of Geary’s shoe store 
in Huntington Park, has established a 
new family shoe store at Belvedere 
Gardens, 4761 Whittier Boulevard, 
which is under the management of 
Lester Krieger, well-known shoe store 
manager who has been associated with 
Mr. Allgrim in his Huntington Park 
store since it was established. The new 
store is furnished in modernistic style 
and is catering to trade in the middle 
brackets. 
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Fortune Shoe Salesmen Meet 
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Salesmen attending convention of Richland and Davidson Divisions of General Shoe Corpora 


tion. Front Row: H. E. Young, M. B. Oberfield, C. W. Cook, advertising manager; G. W. 


Noland, Fortune sales manager; Roy Lambert, H. C. Cooke, J. M. Ezzell, assistant Fortune 
sales manager; J. L. Badger, of Badger and Browning & Hersey, Inc. of New York City (adver- 
tising agency); J. P. Futch. Second Row: F. R. Hoffman, R. T. Pickett, J. S. Rowe, V. N. Koenig, 


R. W. Jones, J. B. Schwartz, R. F. Leighton, J. C. Burns, J. E. Rowan, F. B. McKelvy, 6. T. Wi'- 
liams. Third Row: O. R. Stuart, W. W. Freeman, J. H. Lawson, general manager; J. C. Grimes, 


O. W. West, office manager; H. P. Hanley, A. B. Schultz, J. R. Braden, assistant style man 

L. M. Parnell, C. F. Klaus, E. T. Bumpous, vice president in charge of sales and styles; J. Palmer 

manager of Nashville plant; C. F. Payton, Dave Curtis, manager of Tullahoma plant; W. R. 

Bloomquist, H. D. McKinney, John Franklin, W. M. Jarman, president; D. S. Van Tassel, Ralph 
W. Long. 


NASHVILLE, TENN.—The_ Richland 
and Davidson Divisions of the General 
Shoe Corporation held their convention 
in Nashville on Oct. 24, 25 and 26. The 
entire force of salesmen was in atten- 
dance and the meeting was really an 
enthusiastic celebration of the end of 
the biggest year which General Shoe 
Corporation has ever enjoyed. 

W. M. Jarman, president of General 
Shoe Corporation, congratulated the 
men on their success. The meeting was 
also addressed by W. M. Jarman, presi- 
dent of General Shoe Corporation; E. 
T. Bumpous, vice-president in charge of 
sales and styles; G. W. Noland, sales 
manager; J. H. Lawson, general man- 
ager; J. E. Rowan, credit manager; 
C. W. Cook, advertising manager, and 
other executives of the company. 

At the dinner meeting on Thursday 
night, J. L. Badger of Badger and 
Browning & Hersey, Inc., advertising 
agency of New York City, presented 
the 1936 advertising program which 
met with a great deal of enthusiasm. 
He stressed particularly the new adver- 
tising and merchandising plan on For- 
tune Shoes, whereby each pair of shoes 
will carry the personal O. K. of six 
leading factory executives. He also re- 
vealed an expansion of the number of 
advertisements in the 1936 campaign 
and the addition of a substantial cam- 
paign in the Saturday Evening Post, 
together with a continuation of the 
advertising in Liberty magazine, and 
other advertising and merchandising 
plans. 

On Friday the entire sales force in- 
spected the Tullahoma plant. Par- 


ticular enthusiasm was shown by th 
men on the quality of work being don: 
in this plant and the exceptionally fin: 
type of employees who are responsibl« 
for the manufacture of these shoes. 
Much stress was laid by Dave Curtis 
superintendent of the Tullahoma plant. 
on the care with which these employees 
are selected and their training in the 
manufacture of shoes. 

On Saturday morning, W. M. Jar- 
man presented a fascinating lecture on 
leather. He demonstrated the vital im 
portance of experience and skill in th 
selection of leather and also pointed out 
that such leather must be cut a certain 
way in order to make possible the fines! 
shoes. 

E. T. Bumpous presented the new 
Fortune line to the salesmen early in 
the convention and his skill in styling 
this line brought great enthusiasm from 
the men. 

Perhaps the most important an 
nouncement of the whole convention 
was that made by Mr. Jarman in re 
gard to prices. He stated that no 
increase in price was scheduled in con- 
nection with this line. He further 
emphasized that the company intended 
to maintain exactly the same quality 
standards as heretofore. Only sub- 
stantially increased volume would make 
it possible for the company to continue 
to maintain prices in the face of the 
rising leather market. The sales force 
expressed themselves as confident tha! 
such increased volume could be secure‘ 
with the combination of fine styles, low 
prices and increased advertising and 
merchandising effort. 





College Store Incorporates 


New HAVEN, CONN.—Douglas Mac- 
Daid & Co., Inc., 1048 Chapel Street, 
college men’s furnishing and shoe store, 
has been organized as a Connecticut 
corporation with paid-in capital of 
$2,000. Douglas MacDaid, Princeton, 





N. J., is president; Frank Demme, 
manager of the New Haven store, vice- 
president, and George A. McWilliam:, 
Princeton, secretary and treasurer. The 
same men are also directors. Frederi: 
T. Walsh of Princeton is listed as ° 
stockholder. 
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The SMOOTHIE SPAT 


THE best-looking, 
ever put on the market! A 


taken off. They fit like a glov 
to ankle and_ shoe, 


smooth and trim. 
Smoothie Zipper 


And are manufactured to reta 


materials. 


GLOVERSVILLE 
NEW YORK 





THE SEASON’S BEST SELLER: 


4 


best-fitting spat 
real 
profit-earner for every shoe store. 
Smoothie Spats are selling like wild- 
fire and for a very good reason. They 
are separating zipper fastened and are 

easily and quickly put on and 


e 


never 
wrinkle or bag and are always 


Spats are 
carefully tailored from the very 
best materials in various colors 
to harmonize with any costume. 


il 


Protectan Oy @ $1.95 and up, depending on 
No. 2,021,189 


P. J. SPAT Co. 




















High, Wide and Handsome 


So a Los Angeles Shoe Man 
Describes Mid-Season Styles 


Los ANGELES, CaLir.—Shoes played up in all lead- 
ing Los Angeles stores as mid-season styles are higher 
--that is in cut, not necessarily in price. 

“High, wide and handsome” is the way Walden Ken- 
nedy, promotional man with Wetherby-Kayser, puts it. 


The half dozen stores operated by this company in the ~ 


Los Angeles area are showing many four and five-eyelet 
oxfords with sturdy medium heels for regular street 
wear. One outstanding number is a blue kid with 
enamel trim, another is a brown kid with lizard, 
another a stitched black all-over kid, and another a 
black kid with enamel trim. 

A group of wide-strap numbers also give the effect 
of being high cut. Three worth special mention are 
a black, brown, or blue kid with Riviera heel, a brown 
alligator with leather heel and a suede and calf com- 
bination in black or brown with leather heel. 

Hanan and Son take special pride in two medium 
priced models, each in the high cut mode. One is an 
aristocratic suede, artistically trimmed with braid and 
gabardine and with heel built for comfort. The other 
is a pump cut high in front, suede, in black or brown, 
ornamented with artistic side gore and perky dress- 
maker type bow. 

The C. H. Baker stores in their higher priced models 
are now featuring a large number of black and brown 
kid oxfords, the most outstanding number getting its 
decorative effects from bands of inlaid mosaics. 

Mandel’s, in its new third floor department is show- 
ing high cut numbers for “the girl who really lives 
in her shoes,” emphasizing some smart gabardines 
with perforated kid trims and non-scuff walking heels. 

Patent leather with gold accent has appeared in a 
number of Los Angeles’ leading style shoe depart- 
_ ments. Bullock’s Wilshire has introduced it notably in 

two new original models, the manager of the depart- 
ment stating that it has been recalled to accompany the 
nine-inch, floor length dress. 

















a 
SHOE BUYERS 


NEAREST NEW HOTEL TO 
PENNSYLVANIA STATION 


1200 rooms each with radio, private 
bath, (tub and shower) circulating ice 
water, servidors. 4 air-cooled restau- 
rants. Old Silvernails Tavern. Near 
large department stores, Holland 
Tunnel. B & O buses stop at door. 
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WANT A 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 





SALESMEN WANTED 


SALESMEN WANTED 


LINE WANTED 











Shoe Clerks Desiring Perma- 
nent Connection with Reliable 
Corporation, have openings in 
several cities. Write Glen Bron- 
son, Sales Manager, 710 W. 
Lake, Minneapolis, Minn. 








Salesmen calling on retail trade 
offered unusual opportunity, big com- 
missions, selling new featherweight 
strapless rubbers. Amazingly com- 
pact in small suede pouch weighing 
one ounce and fits pocketbook like 
vanity case. Offers instant protection 
against sudden showers, snow storms. 
Wonderful non-conflicting side line. 
State territory and references. 


QUENNARD LATEX PRODUCTS 
11 West 42nd Street, New York City 











SALESMEN — Experienced selling volumes 
popular priced stitchdown shoes. Southern- 
Southwestern, Western and partial Midwestern 
territory open. State detailed qualifications. 
Address E-410, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


SHOE salesman to handle fast selling line ot 
shoe ornaments as side line, good opportunity, 
commission basis, state references and territory 
in first letter. Address E-475, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


ALESMEN—For Central, Southern and 

Southwestern States—RIDING BOOTS and 
SPECIALTY SHOES—complete in-stock lines, 
popular prices, strictly commission basis, ex- 
cellent opportunity for real volume selling sales- 
men only. Write particulars, stating territory 
covered, volume of business recently, qualifica- 
tions, references. Address E-476, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


WANTED-—Salesmen who desire to make 
more money. One of the Country’s leading 
manufacturers and distributors of In-Stock 
Ladies’ Novelty Footwear is interested in live 
wire salesmen for Virginia, Georgia, Florida, 
Alabama, Wisconsin, Iowa and Nebraska, Wash- 
ington and Oregon. Line nationally known 
and well established. Retails at popular prices 
and selling in large volume. When applying 
state road selling exrerience. Address E-477, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 














HOE SALESMEN—To carry in stock popu- 

lar line of Infants’, Children’s, Misses’ and 
Growing Girls’ shoes as side line for New York 
State and other territories on 6% commission 
basis. References in first letter. Address 
E-479, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





BUSINESS OPPORTUNITY 


GHOE Style Service for alert shoe manufac- 
turers and pattern makers, keeps you well in- 
formed, unique idea only $2.95 weekly. Address 
E-457, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








MAKE BIG MONEY—‘Nature’s Foundation’ Foot 
Health Service. Learn by mail to make ‘Nature’s 
Foundation’ Foot Appliances. Positive in their 
action. Individual. Cost of training, $25.00. Until 
Jan. lst % price $12.50. Easy terms. New easy 
method of taking impressions of the stockinged foot 
and making plaster casts. Impression compound 
free to students or sold separately at $5.00 per set 
of molds. 
PLyeer FOOT APPLIANCE 98. 
Broadway, Plymouth, Ohi 





GROWING GIRLS LINE | 


Growing Girls line of welts or McKays 
which retail at $3.00 and $4.00 wanted 
for the big city trade territory east of 
Kansas City. Line which will appeal to 
the Chain, Syndicate and volume depart- 
ment store trade desired. Have traveled 
this territory for past 20 years, so know 
all the worthwhile accounts. Only a 
reputable manufacturer considered. 


Address E485 Care 
BOOT & SHOE RECORDER 





239 West 39th Street, New York, N. Y. 

















FOR SALE 


ELL Established Shoe Dept. In _ largest 

Department Store in Central Wisconsin City 
of 5.000 population. Address E-483, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y 








Sale! 
This 
Trade- 
Mark. 


Widely known 

for years. Sale 

or on Royalty. 

an ae ay ore A realistic, de- 
scriptive “Corrective Shoe” trade- 
mark for Men’s, Women’s & Chil- 
dren’s Shoes. For particulars, write: 
E478, care Boot and Shoe Recorder, 

239 W. 39th St., New York 

















LINE WANTED 





NDIANA salesman open for new line live 
wire women’s novelties. For Volume Trade. 
References: Box E-482, care Boot and Shoe 
Recorder, 209 S. State St., Chicago, Illinois. 








LINE wanted by man with several years’ ex 
perience selling the shoe dealers in Florida 
Would like line retailing from $4.00 down an: 
would consider Hosiery line on the side. Any 
one not having Confidence enough in own lin: 


to allow me an expense account need not 


answer. Willing to exchange references. J. H 
Porter, Box 12, Plant City, Fla. 





WANT volume line Men’s, Boys’ work an: 


dress shoes for Indiana. References. Bo: 
E-481, care Boot & Shoe Recorder, 209 S$ 
State St., Chicago, Illinois. 





WANTED: good side line for shoe trade i 
Maine and New Hampshire. _ Preferab! 
for cutting and stitching rooms. O. A. Pops 
118 Piermont St., Wollaston, Mass. 





SALESMAN. Covering Louisiana and Missi: 
sippi is open for a St. Louis line of Women 
in-stock Novelty Shoes. Address E-480. car: 
Boot & Shoe Recorder, 239 West 39th Street 
New York, N. Y. 





POSITION WANTED 


AN OPPORTUNITY TO PURCHASE EX 
CEPTIONAL ABILITY. I am thorough! 
acquainted with every phase of Orthopedic Foot 
wear business (wholesale and retail): advertis 
ing, physician detail, educational, sales pron: 
tion. At present, detailing physicians of D« 
troit and Southern Michigan. Age 42, ma 





ried, aggressive, analytical, versatile, ideas th: 


click without expensive experimentation. <A: 
dress E-486, care Boot & Shoe Recorder, 23 
West 39th Street, New York, N. Y. 





address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
Advertisements for this page must be in our-New York office on Friday of the week preceding publication. “eq 
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at his 
was 5( 

Mr. 
enteres 
pany t 

His 
his mc 
of Nev 
New 
Judy ¢ 
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When you come to 
New York to attend 
the important Shoe 
Exhibitions and Con- 
ventions (or any other 
time) stop at the 
new, 26-story Pleea- 
dilly—in the very 
center of Times 
Square. Only four 
minutes’ WALK to 
“Radio City,” 69 
theatres and Madison 
Square Garden. 


45th Street, Just West of Times Square. 
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Maximum comfort at 
minimum cost. 
ly furnished rooms 
with all up-to-the- 
minute 
(including 60 
bathroom bulbs — a 
great help when shav- 
ing!) Daily rates as 
low as $2.50 single— 
$3.50 double. (Please 
write for reservations 
to insure choice ac- 
commodations. ) 


W. Stiles Koones, Mer. 
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Fine- 








conveniences 







watt 


= = = = Convenient 


— to Shoe District — to Theatres 


Transit Facilities—to Garages 
—————MODERNIZED ROOM 
from +5 


SINGLE $ DOUBLE 
with Bath from 3 with Bath 


CHOICE SAMPLE ROOMS 
COULON-LA FRANCHE MANAGEMENT 
GQRORGE A. TURAIN, Goeseral Manager 




































MERCHANTS’ NEEDS 




















reliable firm who will appreciate a 





ood |i 
covered this territory for 15 years with one concern which 
produce results for a live house who specializes on men's or women's shoes or both. 


Address E 484, 
care Boot & Shoe Recorder, 239 West 39th Street, New York, N. Y. 





CORRECTIVE LINE WANTED—FOR WEST COAST 


Am desirous of securing an established line of shoes, (corrective type preferred) with a 
ve representative on the Pacific Coast. 


Have 


is now out of business. Can 


MONEY 
IN FOOT CORRECTION 














- WANTED TO PURCHASE 











from man ‘urers, 


QUANTITY NO OBJECT 


KIRSCH-BLACHER CO.., Inc. 


106 Duane St. 
Phone WOrth 2.5377 and 5378 





Buyers of Surplus Stocks 


We will buy surplus or entire sae of shoes 
jufaet bers or retailers. 


New York 





Entire or Sur 
Stocks. Also 
Walk-Over, Florsheim, 
ity, Arch Preserver, 
tonians, Ete. 

IRVIN RUBIN 

“The House of Jobs”’ 

89 Reade St. Cor. Church 

Phone Barelay 7-7887 New York City 


WE BUY 

lus Wholesale and a 
randed Shoes such 
Enna-Jettick, Vital- 
Queen Quality, 


Bos- 








RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 


BARIS SHOE COMPANY, Inc. 


79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 





CASH FOR BRANDED SHOES 














William Armstrong North 


MAPLEWOOD, N. J.— William Arm- 
strong North, merchandising manager 
of the Footwear Division of the United 


States Rubber Company, died Oct. 
at his home after a long illness. 
was 56 years old. 


30 
He 


Mr. North was born in Newark and 


entered the employ of the rubber co 
pany thirty years ago. 
His widow, Mrs. Burnettie D. Nor 


m- 


th, 


his mother, Mrs. Katherine M. North 


of New York; a son, James North 
New York; three daughters, 
Judy and Louise North, all of Map 
wood, and a brother survive. 


of 


Janet, 


le- 


MERCHANTS’ NEEDS 














INCREASE 
YOUR SALES 


33% 
WITH 


SCIENTIFIC 
SHOE FITTING 


THE BRANNOCK DEVICE 


SCIENTIFIC HEEL-TO-BALL FOOT MEASURE 
Builds Sal T Simple - = 
g dealer in 
have had great success using “this ‘device end: it has 
instilled confidence in, our customers and has ac- 
tually increased sales.’ 
Hundreds of dealers are increasing sales and build- 
ing a reputation for expert fitting with the Brannock 
system. Write for Broadside 
our list of shoe factories selling Brannock 
Devices for special cooperative prices. 


THE BRANNOCK DEVICE CO. 
321 S. SALINA ST. SYRACUSE, N. Y. 
















’ Teen a. - 
A; “‘Technopedic System of Foot Correction" 
office or department will make money for you. 
Many —— offices throughout the coun- 
try. hi complete equip- 
ment, home study course and diploma on com- 
pletion at low cost. Easy terms. Write. 


TECHNOPEDIC INSTITUTE 


OF FOOT CORRECTION 
665 BROAD STREET NEWARK, N. J. 




















WEAVCO DISPLAY FIXTURES 





AT WHOLESALE PRICES 


Write for new catalog 
illustrating show window 
display fixtures. Take ad- 
vantage of WEAVCO’'S new 
urer to 
sales policy. Buy retail quan- 
tities and obtain jobbers dis- 
counts. Send tor the catalog 
and jobber’s discount sheet 
of America’s outstanding 
display fixture manufacturer 








Write for new catalog 
and details 





Weavco International, Inc. 
214 Institute Place 











SELL HOLLYWOOD 
BRUSHLESS SHOE POLISH! 


The only shoe polish of 
its kind in America, 
Hollywood Brushless 
Shoe Polish requires 
no brush and is easily 
and quickly applied. 
Here is a polish with 
a real selling feature 
to offer to your cus- 
tomers. There’s noth- 
ing like it for con- 
sumer satisfaction and 
repeat sales. 
n 


Polish, Brown 
or “Black. it will sell 
itself and make you 
a nice profit, t 





FRENCHEE CHEMICAL CO., Inc. 
LRICHMOND HILL NEW ‘YORK. 





Chicago 


John J. Enis 


BALTIMORE, Mp.—John J. Enis, who 
was engaged in the shoe business in 
Baltimore for almost 50 years, died 
at his home in Baltimore on Oct. 30, 
after having been ill for several 
months. He was 78 years old. A na- 
tive of Ohio, Mr. Enis came to Balti- 
more when a young man and opened 
a retail shoe establishment, which he 
continued until his death. He is sur- 
vived by two sons, a daughter, and two 





brothers. 
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To 
Our Advertisers In This Issue 








Pontiac Shoe Co. Has New 


President 


PONTIAC, ILL.—Friends of the Pon- 
tiac Shoe Mfg. Co., of Pontiac, Ill., and 
of its genial sales manager, J. E. Legg, 
known to all as “Jess,” will learn with 
interest of a reorganization of its 
executive family last week, resulting in 
Gerald L. Huiskamp being elected presi- 
dent to succeed Mr. Legg. 

With the full cooperation of Mr. 
Legg, Mr. Huiskamp bought the con- 
trol of the company from the widow and 
daughter of the late C. E. Legg, foun- 
der and, until his death, president of 
the company. J. E. Legg succeeded to 
the presidency and has served since 
1928, handling details of production 
and selling. 

Mr. Huiskamp brings to the company 
a name well known through several 
generations of shoe manufacturing in 
Keokuk, Ia., Warsaw, IIl., Rochester, 
N. Y. and Fort Madison, Ia. His great- 
grandfather founded the business of 
Huiskamp Bros. Manufacturing Co., 
back in 1854. He is 39 and a graduate 
of University of Pennsylvania. His 
training includes both shoe manufac- 
turing and banking. He is moving his 
family from Keokuk to Pontiac. 

Jess Legg said: “With Mr. Huiskamp 
in our organization, we will make an 
even better record than we have in the 
past. I feel very happy about our new 
set-up in management and selling.” 





Plan New Branch Plant 


MILWAUKEE, Wis. — The Weyenberg 
Shoe Manufacturing Co., operators of 
two plants in Milwaukee, as well as 
factories in Portage and Beaver Dam, 
Wis., and Ludington, Mich., will open 
another branch plant about Dec. 1 in 
Hartford, Wis. The new unit, which 
is expected to eventually employ be- 
tween 250 and 400 people, will occupy 
the building formerly used by the Rich- 
Vogel Co. in Hartford. 





Harry Finger Branches Out 


BROOKLYN, N. Y.—Harry’s Bootery, 
owned by Harry Finger who also has 
a shoe store at 289 Broadway known 
as Finger’s Shoe Shop, has been opened 
at 311 Broadway. Moe Finger is the 
manager. A line of women’s popular 


priced novelties and a complete line 
of children’s shoes are being carried. 
This store is at the same location of 
the Broadway Boot Shop, now out of 
business. 
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QUAKER CITY NO. 10 
QUAKER CITY NO. 20 
QUAKER CITY BLACK 
In Style Shoes like this, and 


Cheek your Customer 
Response! 


QUAKER CITY 
presents 


A KID SHOE for A YOUNG MAN 


A YOUNG man is an active man—he wants smart shoes, but he also needs 


shoes that will give him support, postpone the point of fatigue. 


GIVE him shoes of Quaker City Kid, in Retriever Brown No. 20 (the smart- 
est shade for autumn), made on new lasts, detailed according to the demands 


of the season. 


*SC HEVRONS” illustrates custom styling of a man’s kid shoe. It was 
inspired by an English field boot; the “duck-bill” last, the high wings, the 
hand stitching, the pinked tip are details that give it quality, and make it 
a young man’s shoe. 


QUAKER CITY DIVISION 
ALLIED KID COMPANY 


519 West Huntingdon Street, - - Philadelphia, Pa. 


Vol, CVIII, Me, J BOOT AND SHOP RECORDER, published every Saturday by Chilton Company (Inc.), Chestnut and 56th Sts., Philadelphia, Pa. Entered as second class 
tter November 23, 1932, at the Post Office in Philadelphia under Act of March 3, 1879. Subscription price $3.00 per year. Printed in U. S. A. 











Fact II: 


Fact III: 


FACTS and OPINION 


All sources of authentic fashion informa- 
tion published the news that the recently 
ended RIVIERA season evidenced over- 


whelming favor for all-white kid shoes. 


Profit-minded merchants in America were 
sadly short of sizes in white kid shoes, 
during July and August, and missed in- 
numerable sales. Yet in all, the 1935 sea- 
son topped the previous year for white kid 


shoe volume. 


Many orders for white kid and white kid 
shoes are placed already. These orders ex- 


ceed the purchases of the previous season. 





Our opinion, based on these and other known 
facts, is that LEVOR white washable kid will 
again prove to be the most substantial source of 


your profits and of your volume business in 1936. 
Your buying is safe, the demand dependable! 


G. LEVOR & CO. inc. 


Tanners over 59 Years 


GLOVERSVILLE NEW YORK 











istinguish 
These 


icca Shoes 


, by 


p 
'’ ENDICOTT-JOHNSON 


ARTHUR BENDER, nationally known stylist and former maker 
of Brooklyn bench made shoes, has been appointed a member 0 
Endicott-Johnson’s Style Staff. The Spring 1936 styles, featuring 
the quality touches found only in high grade footwear, are repre 
sentative of what may be expected of Endicott-Johnson Women: 
Shoes in the future. 








omd (p 


A line of incomparable value....newly 

styled shoes made at our Owego plant ENDICOTT JOHNSON 
by the Sbicca process and offered to iia rol We 
retailers throughout the country in an EVERY SHOE STORE 
unusual merchandising opportunity. ici IN AMERICA 


All the latest and smartest 
materials are represented in 
the new Endicott-Johnson line, 
including genuine alligator for 
street wear, and gold and sil- 
ver kid for evening. There is 
a complete range of styles 
and heels. 


The new Endicott-Johnson line 
is NOT IN STOCK; they are 
made to order only thru the 
Empire division....beautiful, un- 
usual shoes that are certain to 
meet with instant response. Act 
now to show and sell them in 
your community. 








aes OHN SON 
NEW YORK 




















017r - 


- 


BOOT AND SHOE RECORDER, November 23, 1935 


You Promote Your 
Sparing Styles Program 


when you Combine 


ty £-EEZ c 
A_SELBY SHOE 


For the SUNSHINE of the winter resorts, and for your spring and 
summer smart styles, a rare beauty in quality footdress results from 
the combination of two of Ohio's fine leathers . . . the rich velvety 
surface of white suede and the deep rich tones of Kafforite (a light 
weight leather for women's dainty footwear). The dress ensembles 
for spring call for this smart color combination in footwear. 

Not only do Ohio's Calf Leathers give a quality eye-appeal to 
excellent shoemaking, but their fineness and value support the reputa- 
tion of the manufacturer using them, and of his merchant distributors 
who take due pride in serving loyal customers. Swatches will be sent 
on request. 


The Poney 
No. 658 last, !3/8 
leather heel, to retail 
at $6.50, from the 
"Styl-Eez"’ Spring 
Models, made by The 
Selby Shoe C 
Portsmouth, Ohi 


the Chin Leather Gmpany Girerd Obie 


When writing advertisers please mention Boot and Shoe Recorder 
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ouTpoors FOOTWEAR SALES _INDOorRS 
Be ee OFFER wars “oer” 


The finest and fastest 
shoe made for bas- 


EXTRA WINTER ae eo 


make it a standout 


PROFITS — a 


Pani freee The lively and increasing interest in outdoor 
aon ee Se: and indoor winter sports has developed an ac- 
tive interest in and demand for special sports 
footwear. And Ball-Band, watchful of this 
trend, has designed a sports footwear line that 
is bringing new friends and added profits to wttineds 400 
many Ball-Band dealers. Why not cash in on . a ae 


this growing, extra-profit opportunity yourself oa. Pebehe bes 


minton, etc. Sporty in 


this winter. A few of the popular Ball-Band appearance — splen. 
items are pictured on this page and there are cushion heel 
many more. Write at once for special literature 

and further information about the money-mak- 

ing possibilities in ‘this growing demand for 

correctly designed sports footwear. 

MISHAWAKA RUBBER & WOOLENMFG.CO. 

280 Water Street, Mishawaka, Indiana 











ATHLETIC SOCKS 


For men and boys: 
women and girls. Soft 
and cushioning. A 
choice Fs ne 
tops. Increasingly 
WARM popular: a fine re- 

WOOL SOCKS peat number. 

Soft. comfortable 

and long wear- 

ing. Ideal edt 2 

cuts 

: arge Bowe 

Every s 

wears them. 


women. They’re re smart 
looking and they sell. 
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No matter where they have been buying shoes 
or what price they have been paying — 


MEN STOP when your window shows 


ou Crosby Sqnat 


SELF-SUPPORTING 


FLEXIBLE SHOE 


CROSBY SQUARE AUTHENTIC FASHIONS 


STYLED IN THE SPIRIT OF 


ae 


yes, wW’s all that AND MORE 


—for it provides the first real opportunity you have had 
to pull in men on their way to the chain stores—and the 
first genuine selling story ever developed for demonstra- 
tion on a retail shoe floor. 

The construction is totally different from that of all other 
feature shoes based on a rigid shank. This shoe has no 
shank. It’s sewed all around — not half sewed and half 
nailed—and the result is a flexible construction (patented) 
which is the most remarkable improvement in shoes for 
years and years. 


SELF-SUPPORTING ARCH. The weight of 
the body forms a Jive natural arch that holds at 
every step — giving real support without the 


g effect of a rigid steel shank. tive heels. 





(ee od 


100% SEWED—NO NAILS. Sewed from tip 
of toe to back of heel with 100% Goodyear welt. 
No more bumpy nail-ends under tender, sensi- 


FLEXIBILITY is just one 
of the dramatic selling 
points in the Crosby Square 
Flexible Demonstration. It 
means NO BREAKING IN 
—the comfort of an old 
house slipper the first day. 
The shoe bends, turns, 
stretches, just as,, Nature 
Sees de teltibe foce 
to go—doing away with 
the resistance which causes 
Fs ; most foot troubles. 


It is remarkable in two ways: The things the shoe does for 
the human foot—and the almost unbelievably quick suc- 
cess of retailers in “putting over” these selling points on 
a basis of real volume. 


The truth about this line sounds like a pipe dream. Actual- 
ly tested at retail, it has accomplished things which we 
thought were impossible. 

We are prepared to support these statements with facts which de- 


serve your immediate consideration. Write or wire to WALTER 
BOOTH SHOE CO., 302 N. Broadway, Milwaukee, Wisconsin. 


CUSHIONED. Springy cork cushion extends all 
the way from toe to heel—acting as a shock ab- 
sorber and insulation against hot or icy-cold 
pavements. 





When writing advertisers please mention Boot and Shoe Recorder 





